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1847 ROGERS BROS. 
“SILVER SURPRISE 
}) SALES PROMOTION 


Here’s how it works: 


1 Your customer buys a 52-piece service for 8... 


or a larger service.. 


. for $89.75 (price includes 


handsome $18.00 chest in mahogany or sandalwood 


finish) 


SURPRISE NO. 1 
Chip ’n Dip Set—in Wm 
Rogers & Son Silverplate 


Spring Flower pattern. Re- 
tails for $12.50. 





SURPRISE NO. 3 


Matching Hostess Set —three 
extra serving pieces in 1847 
Rogers Bros. pattern of 
customer’s choice. Retails for 
$13.50. 


...1n one of these five treasured patterns: Leilani, 
Heritage, Springtime, Reflection, Flair 


...and receives as a gift her choice of one of these 
four tremendous surprises. 


SURPRISE NG. 2 

24-piece Service for 6—in a 
modern design of Silco Stain- 
less. Retails for $11.75. 


SURPRISE NO. 4 


Gallery Tray—in Wm Rogers 
& Son Silverplate Spring 
Flower pattern. Retails for 
$13.50 


Take full advantage of this great new moneymaker. Get 
your ad mats and your point-of-sale material without 
delay. Call your Approved Wholesale Distributor. 


1847 ROGERS BROS. 


AMERICA’S FINEST SILVERPLATE. MADE ONLY BY THE INTERNATIONAL 
SILVER CO. MERIDEN, CONNECTICUT, THE SILVER CITY 
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the stones he is able to obtain quickly to show his 
customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 

service, a jeweler has at his command a LOOSE DIAMOND 

INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 
K-16. 
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Every year new designs in diamond 
jewelry are offered by the world's top 
designers. Some receive international 
recognition as winners in Diamonds In- 
ternational Awards competition. Our 
cover shows "Sphere in Orbit,” a dio- 
mond and pearl ring design by L. Har- 
ris Ogden of Atlanta. Platinum tendrils 
set with round diamonds rise from a 
platform of platinum to safeguard the 
pearl sphere in orbit. The pearl moves 
in space, and the diamond brilliance 
adds the effect of dramatic motion. 
JC-K presents 14 other award winning 
designs starting on page 50 of this 
issue. 
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Introducing Zippo table lighters 
...and a deal you'll like 


HESE BEAUTIFUL new Zippo table lighters 
work as well as a regular pocket Zippo. They 
are covered by the same incredible Zippo guar- 
antee. The lighters come in two distinctive styles: 
1. The Corinthian: Chalice shape, lustrous, 
hard-fired ceramic enamels and tarnishproof 
rhodium finish. Giant fuel capacity. Choice 
of turquoise blue, pearlescent white or all- 
rhodium finish. 
2. The Moderne: Cylindrical shape. Giant 
fuel capacity. Choice of tarnishproof rho- 
dium and black —all rhodium finish, or satin 
rhodium finish. 
Best of all, Zippo offers you a very profitable 
deal on these new table lighters just in time for 
the Christmas gift season. Here’s the deal: 


YOURS FREE! 
When you order the 
“4 table lighter” display 


This pocket Zippo gift kit including brush-finish 
Zippo, fuel, and flint dispenser in gift box. Re- 
tail value $4.00. 


THEY WORK Of WE FIX THEA FREE 


Walnut and clear plastic display is only 542” wide x 8” high. 





ZIPPO BONUS INTRODUCTORY 
ASSORTMENT TL 3480 


1 No. 1320 Moderne Satin Rhodium Finish 

1 No. 1315 Moderne Bright Rhodium Finish 

| No. 1710 Corinthian Bright Rhodium Finish 

| No. 1720 Corinthian Pearlescent and Rhodium Finish. . $16.50 

| No. 200 lighter in gift kit FREE................... $ 4.00 
Total Retail Value $62.00 








1 Two Lighter Display 
Dealer Cost 


TOTAL DEALER PROFIT 








ZIPPO MANUFACTURING COMPANY, BRADFORD, PA., AND CANADA LTD., NIAGARA FALLS, ONTARIO 
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THE FORMATION OF AN IMPORTANT NEW 


CULTURED PEARL DIVISION 


e Imports and exports e Tremendous stock on hand ¢ Complete quality range ¢ Loose whole and three- 
quarter pearls in all sizes @ Strands ... Graduated, choker and baroque e Mabe pearls, South Sea’ pearls 
© HIGHLY COMPETITIVE PRICINGS ... CHECK US e Distribution Through Manufacturers and Wholesalers 


OUR 35th YEAR 1926-1961 
») om >» | 
os & bi | : 
illay E SK Uy, oy 


48 WEST 37th STREET, ies Wisconsin 7-6210 
NEW YORK 18, N. Y. , 


TOKYO OFFICE: KUBOCHO BLDG., 3-3 KYOBASHI, CHUO-KU, TOKYO 


One of the Nation’s Largest Suppliers of Imitation, Synthetic, Semi-Precious Stones and Beads 
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Setting 
No. 114. 
Dozens 


_ Of styles 
in settings. 


Mtg. No. 47142 
Wed. ring No. 48/47142 


Hundreds of shanks. 


Mtg. No. 104/2446 
Wed. ring No. 45/2447 
Over a thousand sets. 


Style No. 8323 FLOR. 
Pearl, ladies' and 
men's stone rings. 


Style No. 9351/1/2093 
Men’s diamond mountings 
galore. 


Men's wed. ring No. 6117 
Ladies’ wed. ring No. 6116 
Seamless bands. 
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Karlan & Bleicher, inc. 


Creators, Designers and 
Manufacturers of Perfect Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


Phone: JUdson 6-6700 
KKXB 











hey oth Chose SEMEX 
The Merchandising Unit With Sales Appeal 


IT SELLS—flashing light draws attention -- highlights the 








merchandise. 


FLEXIBLE—display any combination of color coordinated 
pads of GEMEX merchandise. 





VERSATILE—display on the counter or in the window. 


PRACTICAL—welded wire construction, modern design, 


illustrations keyed to the selling season. 


EXTRA VOLUME-— the theme will be continued in future | 


promotions and advertising. 


See your oF 


MGSEMEX wholesaler 
for GEMEX A6ll6 Assortment. 
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from GS E_EMMAEx< 


NEW, stronger construction--feel the difference ! 


14 Kt. G. F. top covers at no extra cost. 





Full price range $5.95 F. T. |. to $9.95 F. T. I. 
Extra markup. 


Beautiful Jewel Case—a $9.95 value, yours FREE! 


Keystone $164.70 
Retai! Value $193.80 F. T. I. 
JEWEL CASE FREE 








QUALITY LEADERS FOR OVER 40 YEARS Him | 


NE 


Ss i MA t— ~~ PRECISION METALS, INC. @ UNION, NEW JERSEY 
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RING? 


ON SELLING YOUR STORE OR STOCK? 
~ 


Don’t forget these intangibles ... 
they add up to DOLLARS AND SENSE! 


SPEED 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


CAPACITY 
Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 


at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


EXPERIENCE 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


REPUTATION 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don't compromise it! 


i: aan 


Jew e swelers 


it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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QUALITY ALWAYS 


Design- that attracts the customer, with Quality 


that can’t be compromised, and always at a 


dalilmiclan ile ccuieli cla 


sold through wholesalers 


exclusively to the trade. 


ALL ITEMS SHOWN ACTUAL SIZE 


AUTOMATIC 
CHAIN CO. 


PROVIDENCE, R. iI. 
NEW YORK LOS ANGELES 


CHICAGO 
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A. Six tine diamonds embellish 
the beautiful Florentine finish 
hand carved on concave top. 
Tapered. Bright edges. Keystone 
$130 per set. 


E. Beautiful two-tone design. 
Yellow gold hand carved Floren- 
tine finish, recessed white darts 
and swirls. White, bright stepped 
edges. Keystone $66 per set. 


ay 

( 2 gn® 
G. Concave two-tone original. 
Yellow gold hand carved Floren- 
tine finish marquise designs, 
bright white triangles. Roped, 
bright stepped edges. Keystone 
$73 per set. 


1. Continuous hand carved pat- 
tern gives gleaming accents to 
the handsome satin finish. Bright 
stepped edges. Keystone $62 per 
set. 


Controlled distribution . . 


B. Six fine diamonds flanked by 
bold triangular designs with hand 
carved Florentine finish. Tapered. 
Keystone $120 per set. 


FIVE REASONS WHY 
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C. Six fine diamonds individually 
set, hand carved baguettes 
enhance these handsome satin 
finish rings. Tapered. Bright 
stepped edges. Keystone $122 
per set. 


HAND CARVED 
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MATCHED WEDDING RING SETS 
EXCEL...OUTSELL 
ALL OTHERS 


» GENUINELY HAND CARVED 
- ORIGINAL, ADVANCE DESIGNS 


UNSURPASSED QUALITY 


1 
2 
3. EXPERTLY MASTERCRAFTED 
4 
5 


MODESTLY PRICED 
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J. Magnificent hand carved Flor- 


entine finish enhanced by con- 
tinuous flow of gracefully waved 
panels. Bright stepped edges. 
Keystone $66 per set. 


K . This original creation features 
an unusual hand carved plaid pat- 
tern. Bright stepped edges add 
gleaming highlights. Keystone 
$66 per set. 


All styles available in white or yellow 14K gold. 


D. Six fine diamonds regally rise 
from the concave center adorned 
with luxurious hand carved 
Swedish finish. Tapered. Key- 
stone $112 per set. 


F. Distinctive two-tone creation. 
Sparkling, recessed white stars 
highlight the yellow gold hand 
carved Florentine finish. Key- 
stone $60 per set. 


H. Recessed white design 
accented by handsome yellow 
gold satin finish. Bright, white 


L. Romantic, sparkling facets, 
gay swirls of wheat enrich the 
superb hand carved Florentine 
finish. Bright stepped edges. Key- 
stone $66 per set. 


. sold by the manufacturer directly to the retailer @ Free mats upon request 


Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |., N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1961 





HEAVY. DON'T MISS SINGLE SALE. STANDING BY TO HELP FILL LAST 
MINUTE ORDERS. DON'T HESITATE TO CALL ME PERSONALLY. 


Murray B. Davis 
1151 Angelo Drive 
Beverly Hills, Calif 
(Crestview 5-2508) 


Frank |. Tempel 
713 Garland Drive 
Palo Alto, Calif. 
(Davenport 6-3027) 


William J. Stoops 
3520 Alegria Street 
Pasadena, Calif 
(EL 5-8752) 


John V. Cook 
1051 Annerley Road 
Piedmont 10, Calif 
(TE 2-8096) 


A. A. Coivin 
District Sales Manager 
Hamilton Watch Company 
Room 100 Rialto Bidg. 
116 New Montgomery Street 
San Francisco 5, Calif. 
(Douglas 2-5737) 


Phillip J. Appleby 
4490 Yukon Court 
Apt. 8 
Wheatridge, Colo 
(HA 1-0316) 


Joseph W. Strauss 
394 Dogwood Drive 
Cheshire, Conn. 
(Browning 2-6734) 


Murray J. Kirby 
4325 Redwood Avenue 
Jacksonville 7, Fla 
(Exbrook 8-6542) 


William F. Ferguson 
208 Green Valley Drive 
College Park, Ga. 
(767-5479) 


John H. Hoober 
District Sales Manager 
Hamilton Watch Company 
Suite 1450 
35 E. Wacker Drive 
Chicago 1, Ill. 
(329-9346) 


Fred S. Winans 
121 Shirley Street 
Rochelle, Ill. 
(Rochelle 272-X) 


Linwood T. Bates 
West Circle Drive 
Warrenville, Ill. 
(EX 3-1162) 


Norman Reiffarth 
7040 East 10th Street 
indianapolis 19, Ind. 
(Fleetwood 6-1005) 


Daniel M. Adams 
1890 Pershing Road 
Lexington, Ky. 
(7-2800) 


William C. Ketner 
4311 Perlita Street 
Apt. A 
New Orleans 22, La. 
(282-0919) 
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YOUR HAMILTON REPRESENTATIVE 


G. Edward Egan 
262 Grove Street 
Belmont 78, Mass. 
(Ivanhoe 4-6763) 


Donald B. Stenfelt 
10311 West Outer Drive 
Detroit, Mich. 
(Kenwood 4-1689) 


Richard L. Bennett 
1492 Burke Avenue, N.E. 
Apt. C 
Grand Rapids, Mich. 
(RI 2-2968) 


Larry G. Battle 
885 St. Paul Avenue 
Apt. 6 
St. Paul 16, Minn. 
(Midway 8-1362) 


Harris G. Cohn 
1588 Rathford Drive 
Creve Coeur 41, Mo. 
(Tremont 2-7952) 


James F. Hutchison 
12104 East 47th Street 
Independence, Mo. 

(FL 6-2793) 


John J. Kero 
109 S. 32nd Avenue 
Omaha, Nebr. 
(345-7720) 


Thomas S. Ricks 
9 Parkview Street 
Newport, N. H. 
(802) 


Edward G. Devery 
148 Pine Terrace 
Demarest, N. J. 
(Poplar 8-9194) 


Gus Kamins 
1731 Ocean Avenue 
Brooklyn 30, N. Y. 
(DE 8-8108) 


C. Richard Horst 
577 Grover Cleveland Parkway 
Buffalo 26, N. Y. 
(TF 6-2896) 


SPECIAL 2/7 DEADLINE: 


Due to extremely heavy 


pr 


on orders place 


e-Christmas deliv 
d after November 10. 


Richard R. Doumeng 
46 Grenadier Lane 
East Islip, N. Y. 
(Juniper 1-3442) 


Harry G. Schleef 
8 Old Estate Road 
Glen Cove, N. Y. 
(Oriole 6-7620) 


David F. Chapman 
District Sales Manager 
Hamilton Watch Company 
30 Rockefeller Plaza 
Room 1424 
New York 20, N. Y. 
(Plaza 7-5530) 


Herman W. Smith 
214 Dorchester Avenue 
Rugby Apts. (Apt. 3C) 
Syracuse, N. Y. 
(HO 3-9614) 


William J. Aukamp 
4901 Gaynor Road 
Charlotte 7, N. C. 
(366-3178) 


Russell E. Hurst 
3038 Woodbury Road 
Shaker Heights 20, Ohio 
(Wyoming 1-3281) 


Stephen J. Faracy 
6031 Gregory Drive 
Highland Meadows 
Sylvania, Ohio 
(TUrner 2-7036) 


Grover F. Aldrich 
1252 Nelson Place 
Washington Court House, Ohio 
(6-6361) 


James W. Houghton 
517 Northwest 41st Street 
Oklahoma City, Okla. 
(Jackson 5-5180) 


Michael J. Carosielli 
District Sales Manager 
Hamilton Watch Company 
Lancaster, Pa. 

(EX 4-7161) 


demand, we cann 
ery of the new H 


Henry M. Smith 
18 Gordon Road 
Lancaster, Pa. 
(EXpress 2-1594) 


David Goldstein 
1900 Penna. Blvd. 
Apt. 719 
Philadelphia 3, Pa. 
(LOcust 7-3603) 


Leroy E. Wallace 
5400 Hermit Terrace 
Philadelphia 28, Pa. 
(Ilvyridge 2-2299) 


John Joseph 
340 Parkside Avenue 
Pittsburgh 34, Pa. 
(Fieldbrook 1-7807) 


Don W. Davis 
3822 Hawick Lane 
Dallas 20, Texas 
(Fleetwood 1-3035) 


Richard R. Smith 
Kapri Linn Apts., Apt. 6 
9603 Kapri Street 
Houston, Texas 
(MOhawk 6-1125) 


Joseph C. Woodbury 
1871 Moor Mont Drive 
Salt Lake City, Utah 
(Crestwood 7-7108) 


Donald J. Moore 
1103-1 Hamilton Street 
Richmond 30, Va. 
(355-1349) 


Robert M. Johnson 
725—2nd Street, N.W. 
Puyallup, Wash. 
(THornwall 5-5504) 


James A. Murray 
1214 S. 77th Street 
West Allis 14, Wisc. 
(Bluemound 8-9051) 


ot guarantee 
amilton 505 Electric 
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HAMILTON WATCH CO., LANCASTER, PA. 


JEWELERS 


CIRCULAR-KEYSTONE, NOVEMBER 1961 





New jewelry by Honora in precious Palladium 
the modern precious metal that’s white, light and strong 


A representative selection: 1. Ball of Fire Ring, 


diamonds 1n palladium, entwined with 18K gold. 
2. Pearl and Diamond Dome Ring, cultured pear] 
and 32 diamonds set in a palladium mounting. 3. 
Sea Shell Pendant, with diamond, in palladium. 
4. Classic Circle Brooch, pearls and diamonds in 
palladium. 5. Pearl and Diamond Earrings, in 
palladium. 6. Diamond and Ruby Bracelet, in 18K 
yellow gold and palladium. 


PALLAD J Mi A PRECIOUS METAL OF 
THE PLATINUM GROUP 
PLATINUM METALS DIVISION » THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N. Y. 
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Honora Jewelry Company 
42 West 48th Street, New York 36, N. Y. 


Please enter my order for: Keystone 


. Ball of Fire Ring $1,900 
. Pearl and Diamond Dome Ring 800 
. Sea Shell Pendant 55 
. Classic Circle Brooch 250 
. Pearl and Diamond Earrings 90 
. Diamond and Ruby Bracelet 2,500 


NAME 
STORE 
ADDRESS 


ZONE STATE 
please print) 
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Two gorgeous Style-setting patterns 


50-pc. service for 8—$49.95 Retail—26-pc. service for 6—$29.95 Retail 


FIRESONG—Modern design. Rhythm of dancing flames 
add new dimension to carefree beauty of stainless steel. 


SYMMETRY—Plain design, lustre finish. Sleek sophistication in 
carefree stainless steel...the modern metal for casual elegance. 
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of 1847 Rogers Bros. 
STAINLESS 


Nobody says “selling like hotcakes” anymore, and the flapjacks are flipping. 
What really burns on both sides is that the new champ wins on turnover and 
there’s a very good reason. 1847 Rogers Bros. new Stainless Steel is a 
brilliant new line—heavyweight, finely graded, superbly designed—featuring 

a brand name with quality reputation. 


GET IN ON THE TURNOVER! 


Orders are pouring in—may we have yours ? 


THE COMPLETE PRESENTATION UNIT—OVER $120.00 VALUE 
YOUR COST —$59.94 


AND SEE WHAT YOU GET: 


I 50-pc. service for 8, gift boxed, plus | 50-pc. *% 1 valuable “‘selling tips’ brochure plus 25 four- 
service for 8, bulk packaged. color folders for each pattern. 


| solid ash chest—a $12 retail value. Rever- % 1 2-pattern counter display, complete with 
sible Chest Card included. sample pieces—a $10 value. 


Ask your Approved Wholesale Distributor for complete details on the new 
1847 Rogers Bros. Stainless line and accompanying promotion program. 


I847 ROGERS aia 


MADE ONLY BY THE INTERNATIONAL SILVER CO., MERIDEN, CONN. 


a 
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We are proud to announce that 1961 
completes our 25th year in the manufacturing 
of fine-quality jewelry and charms. 


We wish to thank all our customers who 
have made this possible, and we look forward 
to serving you for many more years. 


CARL-ART 


ron GD oy D7-@ mm. Cc 
New York * Chicago * Los Angeles 


i 
SOLD THROUGH WHOLESALERS ONLY 


JEWELERS’ CIRCULAR-KEYSTONE, 
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Send for this basic merchandising kit which includes: silhouette sign: 
velvet jewelry display pad; easel counter sign, and a copy of “Best of 
Show” (an illustrated listing of manufacturers of palladium jewelry of 
all kinds); 100 copies of the booklet, “When It’s Time to Think about 
Buying a Ring”; and 25 copies of “The 8 Precious Metals.” 


Inco’s schedule of advertising in important national consumer magazines 
is designed to increase your sales of jewelry created in palladium ... 
newest of the white precious jewelry metals. 


. It’s good business to identify your store as “Palladium Headquarters”. 
... to stimulate 
your Palladium 


jewelry sales 


PALLADIUM 


Platinum Metals Division 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 


Please send me FREE your Basic Merchandising Kit of palladium sales aids. 
NAME 

STORE 

ADDRESS 

CITY ZONE 


Our palladium jewelry stock includes: 


a precious metal 
of the platinum group 


e==e_ee__ eee ee ee ee ee ee ee ee ee ee 


Platinum Metals Division « THE INTERNATIONAL NICKEL CO., INC. « 67 Wall Street, New York 5, New York 
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They’re New... 


Silverplated “Masterpiece Bible” with etched 
cover and tarnish-resistant “Durabrite” finish 
is available in the King James or new Cathclic 
version. Retails at $29.95. From Ecclesiasti- 
cal Division, International Silver Co., Meriden. 


Jade fruit is hand carved by Chinese artists. 
Selection of figurines and jewelry of jade is 
also available. From The Treasure Jade Fac- 
tory of Chicago, 621 Dearborn St., Chicago. 


New pistol grip fits all B & H cameras in 
the “300” and “400 zoom” series. It is said to 
permit operation of the camera with one hand. 


Bell & Howell Co., 7100 McCormick Rd., 
Chicago. 
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©ETERNA WATCH 


Now-a great new face makes watch history! 


This is the magnificent new Centenaire 120, climax ofacentury Eterna Watch Co. of America, 404 Park Ave. So., N. Y. 16 
of pioneering by Eterna Matic in creating the world’s most __ Dear Sirs: 


— , : : Please contact me concerning Centenaire 120 *Matic line. 
remarkable self-winding watches. Its styling will make history. saat ance clas eae niece rene 


Its accuracy and technical perfection will make history. Its Name 
reception by your choicest customers will make history. Indeed, store 
Centenaire 120 is so fine, we must limit its distribution with | 
: er ee” CITY $$$ ZONE res 
the greatest care. Your inquiry is invited. 14K Gold-Filled case, “ 
17J, self-winding, waterproof providing case, crown, crystal a ' Ee R ry — b asi — | 


intact, shock-resistant. Keystone: $110. Suggested resale: $120. LEADS THE wWay...LEADS THE WORLD IN SELF-WINDING WATCHES 





45211 16.80 





M&M 


jewelry 


makes 
your 


holiday 
sales 
re vate jp add 


7.95 ll 


32502 28.05 


is 


ual 


sea feos WSL 
41439 22.80 


WORTH 6-2580-1-2-3. TRIPLE KEYSTONE . fal 


prepared by LANCASTER ADVERTISING 





They re New... 





The “Cellini” for men has Florentine work- 
manship with polished finish, and the “Eterna- 
Matic” self-winding movement. Priced at 
$175 retail. From Eterna Watch Co., 404 
2ark Ave., So., New York. 











* 
. 
* 
. 
. 
> 
. 
. 
* 
, 
. 
* 
« 
° 
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Use regularly as needed Seven diamonds in a white gold setting form 
a crown on this lady’s ring. It has alternating 
hand carved Florentine and bright finish on 
a contoured ribbon motif in 14K white or 
yellow gold. From Bridal Ring Co., Ine., 


88-06 Van Wyck Expressway, Jamaica, N. Y. 


"OOOO COOP OF OE de Shee eter OH 


Dr. McNeil 


"eeey © eeee 


e@ce ose OC eee® Os @ Gree 00 O* 


“Empress” ensemble by “Cameo” features 


7 
billfold and matching leather accessories for 
x women in pin-grain cowhide with royal crest. 
& q Comes in four colors, in gift sets or sepa- 
F % rately boxed. From Springfield Leather Prod- 
ucts Co., Springfield, Ohio. 
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TEMPEST TEMPTRESS 





CROTON WATCH CO.., 404 PARK AVE. SO... NEW YORK 16, N. Y. 
WEST COAST: 448 S. HILL ST.. SUITE 317, LOS ANGELES, CAL. 

Please send the following cc’ 

QUANTITY DESCRIPTION KEYSTONE RESALI 

“TEMPEST” FOR MEN 

omnes hn SEMISNCSS SICCL Willi SUr A 41.98 $39.95 

—_All Stainless Steel with Bracelec________ $43.90 $49.95 

$49.9 

y 


—Yellow Top—S/S Black with Strap__._.__.$43.90 5 

, : . : ' ' ‘ . Py & ‘ € . . — Yell Top—S_S Black th Bracelet $45.90 $59.95 
brings you self-winding watches that are self-selling wsuacsilians ch welie eneees 

: a “TEMPTRESS” FOR WOMEN 

AC oO Ai, -ct< ace_c¢ va HC AC > ric ¢ —______ All Stainless Steel with a $39.95 

as well all stainless steel CASES, ] jewels at $4 90 ————_— ill Stainless Steel with Bracelet____.£™| $43.9 $49.95 

—Yellow Top—S/S Back with Strap __ $45.90 $49.95 

$47.90 $59.95 


Keystone! Suggested retail: $39.95. Each watch is = ———Yellow Top-s/s Back with Bracelet 


If you are a regular customer, or a new customer rated Ist or 2nd. we 


hand-lapped top and bottom S68 waterproof ( pro- will ship open account, net 30 days. Otherwise, send check with ordet 


eee 


viding case, crown, and crystal are intact)... with 
shock-control ... easy-to-read dials...and unbreak- 


able crystals, Available in trade-up versions too! cy 


STORE NAMI 





56) 
HELP YOUR CUSTOMERS lhey’re New... 
STOP KEY RING BURGLARS! | 


Palladium brooch, fashioned in a floral de- 
from $2.50 (gold or rhodium electroplated) sign, is set with diamonds, sapphires, star 
to $6.00 (sterling silver, hand-engraved) illustrated | rubies, and emeralds to simulate leaves. From 
: keystone : the Reis Co., Inc., 238 S. Meridian St., Indi- 
anapolis. 


TWVIH LOCK" 
KEY PROTECTORS 


WH [sls 
AOWERVISED IN 


1 1 7 The “Little Pharmacist” by Hummel is six 
inches high, made of colored porcelain. Manu- 


factured by W. Goebel Co. of Bavaria, dis- 


tributed by Schmid Bros., Boston, and Ebeling 
& Ruess, Philadelphia. 


FOR 


GHIRIS UMAS 


WE KNOW that these ads will bring a lot of 
people into jeweiry stores. We tested this 
approach in the New York market—and cus- 
tomers came into jewelry stores WITH THE 
ADS IN THEIR HANDS! Cash in on this great 
campaign—on this hot jewelry gift item. 


“Aquadatic” date watch for men features 
all-steel case, sweep second hand; is water- 


ORDER YOUR KEY PROTECTORS FROM : proof, shock-resistant and self-winding. Re- 
YOUR ANSON DISTRIBUTOR TODAY! | tails at $49.95. From Croton Watch Co., 404 


ANSON, INC., Providence 5, R.|. in Canada—Anson, Canada Ltd., Toronto en P y 
be ark Ave., So., New York. 
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In response to the jeweler'’s need for a 
really workable, easy-to-use adjustable 
expansion band, Baldwin has come up 
with this completely new concept in 
locking design. The secret is the swing- 
ing arm which locks the adjustable 
sections together with a literal grip of 
steel. 





Swing it out, and the links separate with 
ease. Swing it back into place, and no 
tension, twist or strain imaginable can 
open the band. It is typical of Baldwin's 
leadership in expansion watchbands—a : 
combination of the simplest possible > . “ center rivet 
locking mechanism, for complete ease : es 

of on-the-spot adjustment, with totally 
ifole] fe] cole) a-[mellel-lslele)cece) Miele tial -m 





Ask your wholesaler for the new illus- ~ _A lockine alle 
trated brochure. > 


‘ niarge d to 


show detail 


CENTRA-LOCK 


Ta 
a. the locking arm's 
7 + — ’ &, 4g) ene) M3 4-1-1 omelet - 
te ee Tis) aa lolol. twa Taelllale 
Aig . the next link’s cen 
| : * ter rivet 


BRACELET CORP. 
22 West 48th Street, New York 36, N.Y. sis * Patent pending 
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A complete line of 2319/FL 
the finest mens 
and ladies rings in 10 and 
14 kt. gold. 


Sold through wholesale 
distributors for 
half a century. 


-BARRASSO & BLASI INDUSTRIES 


31-33 GOVERNOR ST., NEWARK 2, N. J., Mitchell 2-1252 
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They're 


The “Stormking VII,” a masculine sports 
watch, has luminous hands and dots against a 
radial brush dial, yellow 10K gold filled case 
with tailored lugs and an 18-jewel movement. 
With alligator strap shown, $79.50 retail; 
with coordinated bracelet, $89.50 FTI. From 
Hamilton Watch Co., Lancaster, Pa. 


Model “500” electric executive desk clock 
is styled in chrome plate with black instru- 
ment dial accented with gold colored numerals 
and hands and a red second hand. From Jef- 
ferson Electric Co., Bellwood, [Il. 


Fun for the children, or a gift for the man 
who has almost everything is this oiled wal- 
nut “yo-yo,” four inches in diameter, with 
sterling initials. Priced at $6.60 FTI. From 
Leonore Doskow, Inc., Albany Post Rd., Mont- 
rose, N. Y. 
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Charms and Charm Bracelets 
Miniature Pendants 


» Toten 


QUALITY-MADE, POPULAR-PRICED 
VOLUME PRODUCERS ALL YEAR THROUGH 


The ever-increasing demand for charms, charm bracelets and mini- 
ature necklaces gives every jeweler who features a varied assort- 
ment of such jewelry a big sales volume, high profit potential 

providing he offers the Forstner quality his customers insist on! 


To be sure you cash in on every sales possibility, contact your 
Forstner distributor for newest, attractive assortments of Charms, 
Charm Bracelets and Miniature Necklaces. 


NATIONALLY ADVERTISED IN SEVENTEEN 


this is the sensational publication that sells teen-agers 
that stimulates teen-agers to influence parents, aunts, uncles, 
grandparents! TIE-IN YOUR WINDOW DISPLAYS with this big ad. 


Forstner Watchbands 


PRESENTED IN PRE-CHRISTMAS PRESTIGE ADS 
APPEARING IN ESQUIRE +: PLAYBOY - TRUE AND 
SPORTS ILLUSTRATED 


Exclusively designed Forstner watchbands will be seen by 

millions in November and December national magazines 
-get your Forstner watchband displays 

in your windows—on your counter 

to capitalize on these ads! 


wanted ! 


itt the ts b vy porate 
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FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 

29 East Madison Street, Chicago 2, Illinois 

Forstner, (Canada) Ltd., Sherbrooke, Quebec 


erst’ 


so pretty... 


SO 


precious 


looking... 


JEWELRY 
Tobe 


BEAUTIFULLY MADE CHARM BRACELETS 
in Sterling Silver and 12Kt. Goid Filled 
shown—from $3.95 
other styles from $2.95 


> SS SP SE A -ie P 3 )} 


Rub Me For Luck 
Sterling Silver 
$3.30 


Bracelet with Charm 
Sterling Silver $5.95 
12Kt. Gold Filled $6.95 


Calendar Charm 
Sterling Silver 
$1.50 


(charms also available 
in 12Kt. Gold Filied 


Round Disc 
Charm , : 
Sterling Silver How you'll cherish your 
$ 


1.00 fashionable bracelet and delightful 
charms! ... how you'll treasure a gem-like 
pendant! See a gala Christmas collection 

of beguiling new jewelry creations by Forstner 
—at your Jewelers! He'll show you too, 

a variety of slim, golden woven mesh 

and snake chain watch bracelets, to style 

your watch right up-to-the minute! 


EXQUISITELY CREATED MINIATURES 
Sterling Silver and 12Kt. Gold Filled 
Mountings & Neckchains 


* 


Luminous . o Sparkling 
Cultured Pear! Synthetic Spinel 
$3.95 ro $3.95 
one of a series 
of AMERICANA ; 
watch bracelets in a 
12Kt. Gold Filled 
woven mesh -$9.95 
The bali slide _ 
on chain dangles fe 
adjusts bracelet as: 


to your wrist size eo 
,-? 
oy 


Floating 
Rhinestones 
be be) 


24Kt. 
Hearts of Gold 
$5.95 
N 
Musical Note 


Cultured Pear! 
$3.95 


Ve for finest quality * IRVINGTON, NEW JERSEY 


CONTACT YOUR AUTHORIZED FORSTNER DISTRIBUTOR 


JEWELRY'S NAME FOR QUALITY 








They're New... 








’ 


Pg | . ’ . 
Actual Size a | “Gotham Tymeter” electric numeral clock 


‘ . : . comes in picture-frame wood case, features 
Join the cheering section | “Glolite” bezel that glows in the dark and 
“Colorama” numerals. From Pennwood Nu- 
Good sports everywhere — players and fans alike — cheer mechron Co., 7249 Frankstown Ave., Pitts- 
for Fisher's personalized sports charms. They're always | burgh, Pa. 
timely, always wanted . . . and the national appeal of 
Fisher's complete, all-sports selection means steady turn- 
over and continuing profits for you. Beautifully crafted in 
sterling, gold-filled, or 14-K gold. . . individually packaged 
in attractive, foam-lined plastic box . . . supplied with 
raised enameled letters, in choice of colors. So join the 
cheering section . . . and run up your profit score by 
featuring personalized sports charms by Fisher. 


Sold through selected wholesalers only 


J. M. FISHER COMPANY + ATTLEBORO, MASS. 


, Manufactured in | es : ei 


“French styled” round wire prongs for dia- 
monds of one carat and larger. From Fusaro 
Jewelry Co., 62 W. 47th St., New York. 


Croton Watch Co. 


Now-a plan to 
bring you quantity sales! 


(C1961, 


“Executive Watchmate” series of watch- 
bands features tapered Florentine ends and 
hand-polished center links. Yellow gold filled 
or 18-8 stainless steel, with straight or curved 
“Multi-Width” ends. Jacoby-Bender,  Inc., 
62-10 Northern Blvd., Woodside, N. Y. 


Croton equips you to cash in on a complete, planned program of Technical 
Watch sales . . . with promotion guide, mailers, free presentation case, 
catalog, everything you need. You make quantity sales. And Croton helps 
you—never sells direct, never competes with you. Volume profits without 


credit problems! Write now to Croton, 404 Park Avenue South, New York 16. POW, | ee oe ee ee eee 
Verity Southall Ltd., 670 S. Coast Hwy., La- 


Technical Watches by CROTON | guna Beach, Cal. 
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Pepper mill and matching salt shaker are 
two inches tall with four-inch tall tray, all of 





TESTED 


PROVEN 


TO BE THE COUNTRY’S 
NEWEST SALES SUCCESS IN SETTINGS 


WITH THE LOOK OF A 


°3,000 DIAMOND 


| Within this orbit of radiance 

4 extra 8 point ... tremendous potentials of 
~. aneatt new profits for you! Be among 
the many jewelers cashing 

in on this brilliant new idea by 

America’s leading originator 

of diamond designs... 

diamond merchandising! As 

always Feature Ring also 

supplies a series of traffic 

building newspaper mat ads 

to help you pre-sel! 

your customers. 


130 WEST 46th STREET: NEW YORK 36, N.Y 


WORLD'S LARGEST MANUFACTURER OF INTERLQCKING 
ENGAGEMENT & WEDDING RINGS FOR DIAMONT 
Rings And Diamonds Enlarged to show detail 
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is at 


NEPTUNE CULTURED PEARL 
SYNDICATE, LIMITED PL 7-0768 


604 FIFTH AVE. 
Fe 40) eB 


TERRIFIC 


Priced to meet 

all competition. 

These two styles 

shown are only $10.95 
each your cost. 

Watches with the same 
features, Waterproof, 
Shock Protected, R.G.P. 
10 Micron, Stainless Steel 
Back, Unbreakable 

Main Spring, and 
Beautifully Boxed, are on the 
market for 


$14.00 and $15.00. 














STARDUST WATCH CO., 580 Fifth Ave., N. Y. 36, N. Y. 


Mail this coupon 





Name 
to obtain more 





information on this Address 


“unbeatable buy’! 








City 





They’re New 


Linde Star ring in 14K white or yellow gold 
has Florentine finish, is set with small dia- 
monds. Priced at $138.75 Keystone. From Bar- 
rasse & Blasi Industries, 31-33 Governor St., 
Newark, N. J. 























Men’s mesh band is ribbed with satin and 
polished contrasts, has “Handi-Fold” buckle 
with ‘“Rist-Komfort” expansion. In yellow 
gold filled, $12.95 FTI; stainless, $6.95 FTI. 


From Kestenman Bros. Mfg. Co., Providence. 


Model “95” home shoe-shine kit has a five- 
inch polishing bonnet powered by an AC mo- 
tor, die cast housing with baked enamel fin- 
ish, weighs 11 pounds. $29.95 retail from 
Dremel Mfg. Co., Racine, Wis. 


New “500” projector has a remote control 
interval timer and 45-slide tray. Retails for 
less than $80. From Mansfield Industries, 
Inc., 1227 W. Loyola St., Chicago, Ill. 
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Theyre New... 


“Royal Windsor Border” chafing dish has 
2%-quart capacity, 12-inch diameter. Footed 
= tray is 138% inches in diameter. Chafing dish, 

— $36 Keystone; tray, $12 Keystone. From Sher- 
WINNER 1961 idan Silver Co., 366 Fifth Ave., New York. 
Diamonds international Awards 
J. Ortman is proud to have been chosen as a winner 
in 3 categories. The diamond and emerald necklace 
shown is one of the outstanding pieces that received 
an award this year. 





When you are looking for unusual precious jewelry, 
contact J. Ortman. 


Memorandum selection upon request. 


J. ORTMAN 10 E. 47th St.. N. Y. 17, N. Y. OX 7-7430 





———— —— — 


HADLEY 


 — 


“Contour-Fitted” design drapes the wed- 
ding band around the engagement ring so 
that both appear as one ring. From Karlan 
& Bleicher, Inc., 136 W. 52nd St., New York. 





BEAUTIFY YOUR WATCH WITH A HADLEY WATCH BAND. 
ATTACHED WITHOUT CHARGE WHILE YOU WAIT. 
COST RETAIL 
§ 270 F. $2.85 $10.95 
1 271 $1.95 $ 5.95 
CEN {714 A 2 $2.00 $ 7.95 ; ; . ~~ 
* 1715 $1.75 $ 6.95 fueled pocket lighter comes in five finishes; 


BOT. 775 F, $2.15 $ 8.95 | has fingertip flame adjustment and ten-second 


ORDER DIRECT: HADLEY-KALBE 43 WEST 24 ST., N.Y. 10 | fueling. $14.95 retail. Ronson Corp., 1 Ron- 
FREE... MAT OF THE ABOVE AND OTHERS son Rd., Woodbridge, N. J. 


TOP 
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Ronson Shaver Quick- Change Kit 


when you buy three. 


This Quick-Change Kit (another Ronson first) keeps 
Ronson CFL Mark II shavers sharp for life—and keeps 
making money for you. Comes complete with shaving 
screen and multi-blade Miracle cutter your customer 
can snap in at home in seconds. No tools needed. 

Besides your normal handsome profit, you can now get 
one Quick-Change Kit free (that’s pure profit)—when 
you buy three. All four are packed in a very attractive 
counter display. 


Ronson alone offers these advantages: 1. Lowest price. 
The kit is only $3.00 (suggested retail). 2. Easiest to use; 
ten seconds is all it takes to replace cutter and screen. 
3.Consumer support. Ronson sells the Quick-Change Kit 
again and again in leading magazines and Sunday sup- 


plements. 
Act now. 4-for-3 offer is good for limited CUD 
time only. Call your Ronson supplier now. ONSON 

Ronson Corp., 1 Ronson Road, Woodbridge, New Jersey. 














On purchases of $500.00 or more, we will ac- 
cept notes in 12 equal installments, payable 
monthly — without interest. 


Half round wedding rings, plain or milgrain edge 
in. 14 Kt. yellow gold, for ladies and men at 


$1.35 per Dwt. 


Attractive displays available FREE with every 
wedding ring assortment. 


Fe) ale)ar-1 mm alate |i arcscm he) gop 


125 West 45th St. - New York 36, N. Y. - JU 6-4842 











STANLEY CREATIONS 


America’s finest personalized jewelry 


WRITE FOR NEW CATALOG 


CHESTNUT STREET, PHILA. 6, PA., MA _  7-5897 | 








U. S. Pat. Of. 
Reg. No. 505,517 


The scientifically manufactured stone that caused 
dozens of imitators, is once again available in 
limited supply. 

BE SURE— insist on seeing the wrapper imprinted 
with the above green diamond and our U. S. Pat. 
Off. Reg. +£595,517. All others are imitations and 

should be reported as such to 


WALDERITE - 580 Fifth Ave., N.Y. 36, N.Y.* JU 6-3185 








They’re New... 


Raised and faceted markers are accentuated 
by a polished zone on the dial of the self- 
winding “Society.’”’ Styled with stainless steel 
or gold plated top, with unbreakable main- 
spring. Retails from $79.50 from Borel Watch 
Co., 1008 Walnut St., Kansas City, Mo. 


Jade cuff links have hunting and fishing 
scenes hand engraved in 24K gold. Mountings 
are 1/20 12K gold. From Van Hagen & Co., 
621 N. Dearborn St., Chicago, III. 


“K-6” three-lens 8mm turret model is addi- 
tion to the “Horizon” series of automatic 
cameras. Suggested retail price is $119.95. 
From Keystone Camera Co., Hallet Square, 
Boston. 
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one of the world’s largest 


manufacturers of watch materials... 


CREATES REVOLUTIONARY 


INTERCHANGEABLE PARTS! 


vv—4 BASIC MOVEMENTS FOR 
10 DIFFERENT SIZES and EXECUTIONS! 


RONDA Ltd. 

of Lausen, Switzerland 
only EBAUCHE factory 
with offices in New York 
and complete stock of 
watch materials to 
service the EBAUCHE! 


Printed in U.S.A. 


RONDA SA LIAISON OFFICE, 565 FIFTH AVENUE, NEW YORK 17,N.Y. 








RONDA 


CAL. 9011 6°/, 8” 


SEVENTEEN 
17 JEWELS 


7 
ad 


—_ 


CAL. 3011 7 3/4"" CAL. Stil 8” CAL. 5211 83/4” 


RONDA LTD. CREATES REVOLUTIONARY EBAUCHE—4 BASIC 
MOVEMENTS USEABLE FOR 10 DIFFERENT SIZES AND EXECUTIONS! 
Only RONDA makes this possible... 


* RONDA pioneers with new manufacturing methods, extensive scientific 
research and development, rigid quality and production controls and 
exclusive patented equipment for producing Ebauche! 


* RONDA is the first Swiss Ebauche factory to create identical parts for 
4 calibers of different sizes! 


* RONDA offers efficiency and economy —one inventory of watch material 
supplies four different calibers—because of interchangeable parts! 


32B 
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the 1474 patterns shown 
in the JC-K STERLING 
FLATWARE PATTERN 
INDEX are worth 1,474,000 
words of practical, 
sales-making value! 


No other book tells as much (all you need to know) as this 
illustrated encylopedia of all sterling flatware patterns. The 
current Sterling Flatware Pattern Index contains 1474 ac 
tual-size illustrations of active, inactive and obsolete pat 
terns made by manufacturers in this country. 


Easy-to-use, this exclusive reference book has a complete 
index which lists: 
@ the manufacturer’s name 
@ the pattern name 
@ the current status of every pattern 
@ the company trademarks 


Ihe current Sterling Flatware Pattern Index is handsomely 
printed on durable, heavy coated stock. It is conveniently 
turnished in loose-leaf form. Revision sheets are made avail 
able every few years so you can keep the book up-to-date. 


This book is a ‘“‘must’’ for every—Jewelry store, Antique 
shop, Department store, Collec- 
tor, Mail order house, Flatware 
manufacturer 


Order your copy today! It’s wonderful to see so many 
people congregate around you when they know you have 
so much information at your fingertips. 


FOR THOSE WHO ARE ALREADY USING THE INDEX THE 
1961 REVISION SHEETS WILL BE SUPPLIED AT $7.95 
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STeriwe Flarware 
Parrean bnex 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT 
WARE PATTERN INDEX. 
[]) Without Binder $17.50 


[) With Binder $27.50 
[] Revision sheets ~ (only) $7.95 


Check or Money Order for $.............. is enclosed 


Street 


State 


i= oo oe oe ee ee ee ee ee ee ee ee ee ee ee ee ee 
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A 
= DIAMOND 
| PROMOTION 
| THAT REALLY 
PULLS! 


THE DIAMOND DOLLAR PLAN* 
PRACTICALLY GUARANTEES 
INCREASED DIAMOND VOLUME 


... but only 1 jeweler in § 
will follow our directions 
and actually make extra 
diamond profits ! 





ARE YOU THE ONE JEWELER IN 9 

WHO WILL PROFIT FROM THE EX- 
PERIENCE OF DIAMOND DOLLAR 
SUBSCRIBERS ? 


IF you really want to increase your 
diamond volume. 


IF you really have 100% 
co-operation of your sales help, 


IF you really use our signs and 
personalized Diamond Dollars 
with your store name. 


IF you really studiously follow our 
plan. 


Then Your Diamond Business Post- 
tively Increases Month by Month 


Total cost of the entire Diamond Dollar Plan is 
only $75.00 per year...you get attention-getting 
window and store signs, assorted diamond boxes, 
personalized Diamond Dollars with their safe- 
guard envelopes and the step-by-step plan which 


must increase your diamond sales. 
d * Trademark 


Mail this coupon Today for Free Folder. 
me ma 
THE DIAMOND DOLLAR PLAN F ian \ 
Diamond Dealers of America, Inc.  & 
918 Plaza Building SH y 
Pittsburgh 19, Pennsylvania “< 
YES — I want to increase my diamond sales. Send me 


information which explains the Diamond Dollar Plan 
in detail. 


Store Name 





Street Address 





City and State 





Your Name 








They’re New... 


“The Rocking Clock” moves back and forth 
with a pendulum motion. It has a 6%-inch 
face and gold-colored trim, is said to oper- 
ate for a year on a flashlight battery. From 
L. Harris Co., 443 Park Ave., New York. 


“Rhonda” is a new ladies’ watch with 17- 
jewel, shock-resistant movement. Rotating 
dials create an interesting effect. $39 Key- 
stone from the Nastrix Corp., 38 W. 48th St., 
New York. 


Beer tankard of lead-free pewter holds 16 
ounces, is 4% inches tall and has a glass bot- 
tom. Priced at $10 retail. From J. C. Board- 
man Co., 408 Chapel St., New Haven, Conn. 
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INTRODUCING FOUR"I962-NEW” 
TOASTMASTER TOASTERS! 





A great new selling 
opportunity for 
every distributor and 
retailer! 


NEW, FIRST-OF-THEIR-KIND 
SELLING FEATURES 


3 NEW DESIGN concave styling, square clas- 


sic shape, distinguishing gold color control panel. 


3 NEW CONTROLS “up Front’ where they 


belong. Equipped with new toast release lever. 


NEW FINISH Rich, satin-finish chrome front 
and back, highly polished chrome top and ends. 


NEW “Current-Free’ CHASSIS 


Completely eliminates the possibility of accidental 
electric shocks. A great new safety feature! 


... including a great new 4-slice 
model with dual heat controls 


TOASTMASTER’ 


® independent lever controls for @ Toasts 1 or 2 slices on half of 
each 2 slots total wattage capacity 


® independent timers for each SOnly 4-slice toaster with 8 
2 slots matched toasting elements 


® Independent color controls for ®Push-in color control dial 
each 2 slots “pops up” toast at any time. 


Toastmaster’s New Toasters to be Introduced by Full Page, 
Four Color Ads in Leading National Magazines 


Qualit y is a Toastmaster tradition *Recommended Retail Prices 


S ronsmasree TN 
moran osm Fa 


“TOAST MASTER" is a registered trademark of McGraw-Edison Co., Elgin, If. and Oakville, Ont. 


JEWELERS' CIRCULAR-KEYSTONE, NOVEMBER 1961 35 





‘“,.. remarkable what new | They’re New... 
Verd-A-Ray lighting does | 
fo show true colors..." 








Myron Berlow, left, and son, Michael 


“Being a so-called ‘old timer’ in the gift business, 
I felt for many years light was not terribly important so 
long as it gave an impression of light and dark to give 
a look purely for the sake of atmosphere. Due to your 
effort in placing several Verd-A-Ray North White lamps 
in the worst lighted sections of our store, namely: the 
crystal and figurine sections, we were amazed at the 
true effect. After seeing one area with North White 
lighting my son and I decided the store, as a whole, 
had to be done. 

‘It was remarkable what the new lighting did to 
show true colors of merchandise on display. Correct 
color is so important in our business and Verd-A-Ray 
North White light has eliminated running to daylight 
to determine true color of merchandise. 

“We enjoy our new lighting and appreciate this 
opportunity of telling others about it.”’ 


NORTH WHITE REFLECTORS 
and FLUORESCENT LAMPS 

for Store Windows and Interiors 

R-30 75 and 100 watt. ideal for window 
displays. 

R-40 150 and 200 watt. Designed espe- 
cially for jewelry display lighting. 

PAR-38 150 watt lamp. Excellent for inte- 
rior displays. Beams greater distance than 
R-40. 

FLUORESCENT For showcases or ceiling use. 
All popular wattages and lengths. 

Reflector lamps carry 2500-4000 hour 
guarantee; fluorescent lamps are 17,000 
consumer hour. 


&S> 


3 x» a. 


>, A 
“wu” (WERD-A-RAY 
Fer Every ~~“ oR P ORATIO &N 
' 615 Front Street «* Telede 5, Ohie 


Lighting Need 


Direct factory sales representatives throughout the 
United States. in Coneda it's Verd-A-Rey industries, Lid., 
1285 Hodge Street, Montreal > 


SEND COUPON TODAY Send to 

VERD-A-RAY CORPORATION 

Dept. JC-1161 Store 

615 Front St., Toledo 5, Ohio 
Please send full information Address 

on your North White 

[] incandescent [] Fluorescent City 

lomps. 

















The bird in this “whistling bird cage” opens 
its beak, flutters its tail and whistles contin- 
uously or intermittently. Cage is 12% x 7 
inches in size, retails at $49.95. From Cuckoo 
Clock Mfg. Co., Inc., 40 W. 25th St., New 
York. 


Embroidered pink roses with green stems 
set in a panel of white sequins and beads high- 
light this ““Fleurette” lighter, one of a series 
of ladies’ items retailing from $2 to $5. From 
the Marhill Co., 236 Fifth Ave., New York. 


“Gemark” tape recorder with four-track 
stereo and monaural play is one of a series 
recently introduced. The recorder pictured 
retails at $159.95. From General Magnetics 
and Electronics, Inc., Flushing, N. Y. 
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with meeker S moving-est handbag line ever! 


MEEKER handbags mean action all the way. 
They’re fast checkouts that sell on sight... 
activate your sales...spur your volume...swell 
your profits... build rapid repeat business! 


casual handbags for town, travel, suburbia. 
Fine, genuine leathers insure permanent good 
looks. Deluxe fittings feature roomy compart- 


/ \ ments, adjustable shoulder straps, leather-lined 
\ flaps, nylon linings, unusual metal closures. 


»\ 


— 


Put your money in MEEKER! 
, | They're popular gift items... all-season 
GLOBE TROTTER (6125): Brown steerhide. 13 x 91/,. Six compart- , nee 
ments, two with zip closures. Cigaret pocket under flap. Retail $35* sellers! See the complete line of MEEKER 
personal leather goods. Write today 


for MEEKER’s free catalog! 


MADAME EXECUTIVE (6181): Brown or Black steerhide. 14x 71. SUBURBAN SET (6122): Brown or Black steerhide. 10'/ x 7. 
Six pockets including large utility pocket under flap. Retail $27* Seven inside pockets including one zipper. Retail $25* 


THE MEEKER COMPANY, Joplin, Missouri ““%°™ 
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Protection against shock 

Accuracy maintained after shock 

Accuracy maintained when there is no shock 
Oil retention 


Ease of disassembly 


incabioc Interchangeability 


symbol of technical perfection 





Complete protection against shock 

Incabloc guarantees protection of the balance staff against lateral or axial 
shocks with an exceptional margin of security. Its special construction 
insures protection in all directions. 


Accuracy maintained after shock 

Incabloc is the only shock protective system that assures absolute 
recentering, as numerous tests on the most precise watches have con- 
firmed. This superior feature of Incabloc is one of the reasons for its 
widespread use by leading manufacturers. 

Accuracy maintained « ompletely when there is no shock 

The presence of an ordinary shock absorber can impair the accuracy of 
a watch because of the constant submission to jolts and vibrations which 
cause an unstable positioning of the balance wheel. The lyre-shaped 
spring of Incabloc, however, was specially designed and manufactured 
to guarantee a stability and centering of the balance wheel rivaling that 
of the best watches without a shock resistant system. Chronometers 


of exceptional accuracy have thus been fitted with Incabloc. ry Ca bioc 


Oil retention 
The construction of Incabloc itself, the use of the world’s finest jewels, 
exhaustively tested, and a new epilam process (under vacuum) offer an 
oil retention that is unsurpassed. 


tase of disassembly 

The primary reason for the success of Incabloc among watchmakers 
throughout the world is its unique ease of disassembly. The hinged lyre- 
shaped spring, the combination bushing and cap jewel, and, finally, 

the U bolt fastener comprise the essential elements of the superiority 
of Incabloc. 


interchangeability 

The construction of a shock absorber with its moveable parts submitted 
to different tolerances of manufacturing ordinarily does not permit 

real interchangeability. Incabloc, because of revolutionary manufacturing 
methods, is completely interchangeable. 

This interchangeability of Incabloc makes possible a standardized spare 
parts system, far more simple and satisfactory than other systems. 


These technical advantages of Incabloc are recognized by watchmakers 
and watch manufacturers the world over, who freely admit that a watch 
equipped with Incabloc is technically and commercially a better watch. 
Use these arguments to convince your customers! Increase your sales of 
quality watches by requesting Incabloc literature! 


Incabloc Corporation, 730 Fifth Avenue, New York 19, New York 
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AND TIMEX DID IT! PRODUCED A 21-JEWEL 
WATCH FOR 19.95...THE NEW TIMEX “27° 


Everything’s new! The movement: a completely new Timex design with 21 functional jewels. Hand- 
some case... waterproof,* dustproof,* shock resistant. Metal expansion band. Another good reason 
why more people buy Timex® than any other watch in the world. 375 Park Avenue, New York 22, N.Y. 


























SWATERPROOF AN DUSTPROOF AS LONG AS CRYSTAL, CROWN, D CAS RE INTACT./ PRICE PLUS TAX 
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Golden Opportunity! 


New ROYALS made exclusively for Jewelers! 


This is it! The big ROYAL program that’s 
going to make the portable typewriter one of 
the most profitable items you stock! ROYAL 
is going all the way with this program to 
make your portable business a big business. 

They ve created two exciting new  port- 
ables for “jewelers only”... giving you an 
exclusiveness that will protect the profit mar- 
gins you require! Plus complete point-of-sale 
material, training program for sales person- 
nel and ROYAL service stations throughout 
the country. 

And here is what youll be selling... 
exclusively! The new gleaming-with-gold 
EL DORADO®! It can't miss with all these 
famous ROYAL features: Full-sized keyboard, 


fast margin setter, all metal frame, solid 
steel construction. And, it’s a price leader 
at $59.95! 

The new ARISTOCRAT® is your “step up” 
model. A big, full-sized ROYAL portable with 
extra luxury features like Magic® Column 
Set Tabulator, 2 extra symbols | ) and 
up to 3-line spacing. 

What else have you got working for you? 
Most important of all, the market tor ROYAL 
portables is growing steadily! This year— 
22 million back - to - schoolers alone! How 
many coming your way? Ask your ROYAL 
representative. Cail today, or drop a line to 
Royal McBee Corp., Appliance Division, 
§50 Third Avenue, New York 22, N.Y. 


CY, 


SPECIALISTS IN BUSINESS MACHINES 


©1961 ROYAL McBEE 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘‘In print’’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere In the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES $12.50 A KEY TO PRECIOUS STONES $3.58 MANDBOOK OF GEM IDENTIFICATION $7.60 
6. F. Herbert Smith L. J. Spencer, D.Sc., F.R.6.S d T. Liddiceat, Jr. 

Uberally ilestreted 13th Edition—5S60 pgs. Mtestrated work on gems enmmeay “Wlvstrated—332 pes. 

GEMS AND GEM MATERIA 
Drs. Krews ond sony _— STORY OF THE GEMS $5.95 

Study ef all basic end rare gem meterials Herbert P. Whitieck GEM TESTING Second editien 


Mineralogical beckgrevad ef leus, 1- B.Sc., F.G.A 
DIAMOND TECHNOLOGY $10.00 peocious stones : aureries Simple Sakae tole P 


500 caystel clear Westretions—S08 pgs. GETTING ACQUAINTED WITH MINERALS $6.95 
ot eee ee le ee ee A FIELD GUIDE TO ROCKS & MINERALS $4.50 
Valuable reference book—448 pgs. minerals Dr. Frederick H. Peugh 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER" S MANUAL $4.25 sewenaY REPAIR — $4.85 MERALDIC DESIGNS AND ENGRAVING $10.06 
- Bowmen & R. Allen Herdy Allen Hardy & J . Bowmen . M. Bergling & A. Tusten Hey 

a aa eutheritative, prefusely ilivs- cuide ‘te tools and BA aly ‘a repairing wn. Edition—Iilustrated hendbeek and dic- 

trated——-143 pgs. —also stone setting—166 pgs. tionery of terms—92 pgs. 


| 40.00 
ae yt — oo Ss JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
PRINCIPLES OF ELECTROPLATING AND Instruction manvel—SS full poge drawings William T. Baxter 


ELECTROFORMING $9. ART MONOGRAMS & LETTERING $6.25 Many Wecwattens—200 pps. 
Williem Biem & Gee. B. Hegabcom 19th Deluxe Edition—102 pgs. 
ee ART MONOGRAMS & LETTERING $3.09 JEWELRY AND EXANELING _ 


18th Edition—peper Grete Pack 


Pet. 
JEWELRY MAKING FOR SCHOOLS, TRADES- ENGRAVING STYLE CHARTS $4.00 = ENcpaviNG OW PRECIOUS METALS $7.80 


MEN, CRAFTSMEN Seft Cover $2.95 Asserted—order by the dex. Brittain, Wolpert & Merten 
Hard Cover $425 JEWELRY & SILVERWARE ENGRAVING $2.00 Textbook for beginner or axpert—225 pgs. 
Murray Bevin 


Describes ai techniques, procedures of making E. Bergling seWELEY MAKING AS AN ART EXPRESSION $6.50 
jewelry Set of four . Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


WATCH REPAIRER’S MANUAL $6.50 WATCH AND CLOCKMAKER’S Tales $15.00 GEARS FOR SMALL MECHANISMS 
Henry 8B. Fried evised by 


Covers all phases ef watch repairing—306 pgs. 15th unheandle een Gear gph i end adjustment 
KEYSTONE WATCH REPAIR RECORD BOOK $3.00 


2,000 entries—140 pgs. 
WATCHMAKER’S LATHE AND HOW TO WITH RAL. WATCHMARER AT THE BENCH $3.50 WATCH BEPAIR — $4.85 
USE IT $7.50 Protusely ilectreted-—268 pgs. Theoretical, practical and mechenice! phases 
Denald DeCerle ef horology—248 pgs. 
Detailed explenctions and Iliustrations—154 pgs. 


CLOCK rye any ESCAPEMENTS $7.50 PRACTICAL COUR — IN HOROLOGY $3.25 PRACTICAL clock REPAIRING 


Description ef and escapements’ lilustrations— Watch metal repalr maintenance, etc. Donald 
294 pgs. —192 pgs. 450 ectvatiens 330 pes. 





On Silver for the Jeweler, Silversmith, Collector and Antiquarian 


THE oy _— PATTERN INDEX ENGLISH SILVER—1675-182% tees 


1958 E Stephen 
radh ory Keystone Line drawing Peace: oad - grr pes. 


se vithout Binder $17.50 BOOKS OF OLD SILVER ' THE GOLDSMITH’S AND SILVER- 
With Leather Binder $27.50 Seymour B. Wyler SMITH’S MANUAL , 

Mere thon 1,200 Illvustrations—indexes ef 20,000 halimarks—447 pgs. Staton Abbey 

pettern nemes For these working In precious metels— 


105 pgs. 
Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check er money order must accompany all orders. Do not send cash. Prices subject to change without notice. Ne books seat en approval. 
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design 

OUNTER “oc ) improves 
MikemeElge| 

attachment and 

security 


New Cobb ring guards attach easier, faster. Prongs wrap around — 

grip shank from opposite directions and counter lock. Will not slip on ring! 
Ends flush-fit into precision niche. No sharp edges — no exposed seams 

on outside of ring — no torn clothing! In yellow and white 14K gold 

and WRC Quality, yellow and white, on corrosion resistant pure nickel base. 


Attractive, convenient card holds twelve ring 
guards of the same size. Sizes as follows: 


Size Shank Width 
No. 20 Ladies’ Up to 242 mm 
No. 2] ES 2% to5 mm 
No. 22 King Over 5mm 


Order now from your wholesaler! 


(ee Gee Gp i —— wi — | Compary 


850 WELLINGTON AVENUE, CRANSTON 10, R. I. 
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\ Vay are some jewelers prouder 
of their rings than others? 








Wouldn't you be proud of 
PRE-SOLD, RECOGNIZED QUALITY 


For over a century J. R. Wood, the makers of Artcarved, has been known for 
excellence in diamonds. Today’s young women know and respect the name. 
Your salespeople sell more effectively because they have confidence in what 
they are saying. 





Wouldn't you be proud of 
FORCEFUL NATIONAL ADVERTISING 


Leading magazines carry Artcarved’s consistent and persuasive advertising to 
brides and brides-to-be. Full-page magazine advertising is backed up with full- 
scale store merchandising. 





Wouldn’t you be proud of 
WRITTEN, GUARANTEED VALUE 


With Artcarved, you make a sale you can back up in writing with Artearved’s 
unmatched guarantee, and the Permanent Value Plan—the most remarkable 
proof of value offered anywhere. Plus: world-famous trademark and individual 
registry number to protect the customer. And, the value of the ring you sell is 
clearly tagged with its nationally established retail price. There’s no doubt about 
what you sell—what your customer is buying. 





Wouldn't you be proud of 
BALANCED INVENTORY 


You don’t have to worry about excessive inventory investment. You carry a 
balanced stock. Reserve stock is readily available through Artcarved’s dependable 
mail order service. You order as you require—by catalog if you prefer. 





We know you'll be proud of 
YOUR FRANCHISE Write us today. We'll get you started on 


the Artcarved franchise you'll hold with pride and profit. 





Art carved 


The most coveted ring franchise in America 





JR. Wood & Sons,inc. « 216 E 45th Street, New York 





LONGINES-WITTNAUER 


BE PREPARED! 


PRIZE AWARD COUPONS WILL REACH 
DIGEST” SUBSCRIBERS THANKSGIVING WEEK 


12 MILLION 
“READER'S 


HUNDREDS WILL BE CALLING ON YOU TO LEARN IF 
THEY'VE WON ONE OF 53,000 PRIZE AWARDS 


asked for store traffic. Here it 


You 


a Ah yy 
AO WN 
LANL 





Reader's Digest is a truly beautiful 8- 
page advertisement in full-color, featur- 
ing a fabulous new collection of 
Longines, Wittnauer and LeCoultre 
Watches. A Prize Award Coupon, as 
illustrated here, is bound into subscriber 
copies (all copies will contain the 8- 
page advertisement—coupons are lim- 
ited to subscriber copies only ). 


YOU WILL HAVE 
THE OFFICIAL LIST 
OF WINNING NUMBERS! 

Numbers were selected at random by an 
electronic computer process under the 
supervision of an independent organiza- 
tion. Potential customers will submit 
their coupons to you, the Longines- 
Wittnauer Jeweler, to discover if they 
have winning numbers, 


You may get 6 visits, or 60, or 600 or 
more, but visits you will get. Be pre- 
pared! Winners and losers... these calls 
are worth money to you. Each one pre- 
sents an opportunity to make a sale— 
and make a friend. 





Longines-Wittnauer’s 
95th Anniversary 
Prize Awards Offer 


| ,OOO—Longines Watches 

| ,OOO—W ittnauer Watches 

1 ,000—LeCoultre Watches 
50,000—Privately Recorded 
Symphonette Long Play Albums 


Congratulations. 3 


with this number 





A 


ow pit y VA be aly JULI 
MV ON 


Y / e p 
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OR ONE OF 53,000 OTHER 
FINE PRIZE AWARDS 





——— _— — . 








_— 
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THIS MAY BE YOUR LUCKY NUMBER 








Grand Prize 
So that no one goes away disappointed, 
every non-winning coupon goes into a 
special ballot box from which will be 
drawn the name of the lucky winner of 


A Free Trip to Europe— 
For Two 


Make sure you know how to get your 
ballot box and other display material 
available. See below. 




















AND THERE’S MORE! 


Those who do not win a watch or Rec- 
ord Album are eligible to participate in 
a GRAND PRIZE DRAWING of all 
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non-winning coupons presented to our 
authorized jewelers and returned to us. 
The GRAND PRIZE will be a two- 
week vacation trip for two to Europe... 
including a visit to the world-famed 
Longines Factory in Switzerland with 
a gala stop-over in Paris. 


Be prepared for visits from prospective 
winners. Be ready, too, for visits for the 
magnificent Longines, Wittnauer and 
LeCoultre watches featured in 8-page, 


comes! In the December issue of we TE a eT 


| 
! 
! 
' 
| 
| 
i 


~ . wees ~s Sh ae ae aha at a ata nate ahaa aa Ane aaa be ha) 
POA ON ae A Ae AAA PON AAI NOON IA ON AAS . 
nd 


Once in your life 
wouldnd You like lO WAtn 

a really fine - 03 

HERE 1S YOUR OPPORTUNITY 


Longines-Wittnaver's 95th Anniversary 
Prize Awards Offer 


1,000 
1,000 — Wittnaver watches 
1,000 — LeCoultre watches 
50,000 


Longines watches 


Longines Symphonette Record Albums 


e Winning numbers have been selected at ran 
dom by an electronic computer process 


e Your local Longines-Wittnaver Jeweler has 
the Official List of winning numbers you 
may be a winner 


Detach NUMBERED COUPON take it to 
your Longines-Wittnauver Jeweler today 
That's all there is to it 
if you don't know name of Longines-Wittnaver 
Jeweler, call Western Union Operator 25 any 
where in continental U.S.A 


(see reverse side A. 
«al 
s ad “ > 
0.84 
ANGE 8 
iss M ‘ eS: by 


eae 
full-color advertisements appearing in 
BOTH the December “Reader’s Digest” 
and the December 2nd issue of the 
“Saturday Evening Post.” The total cir- 
culation of both magazines approxi- 
mates 20 million copies! 


If you do not have the Longines, 
Wittnauer and LeCoultre watches 
featured in the December “Reader’s 
Digest” and the “Saturday Evening 
Post’ WIRE, WRITE OR PHONE 
TODAY to Longines-Wittnauer Sales 
Department. 


Longines-Wittnauer Building, 580 Fifth 
Avenue, New York 36, N. Y. Tele- 
phone: Plaza 7-8200. 


LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 
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| Feige TIME: The clock in a cafe 

in Oklahoma stopped a few min- 
utes after noon, and was not re- 
started. Asked about it, the owner 
replied that potential customers pass- 
ing by see the clock—get hungry— 
and stop to eat. 


ae CLOCK: An aristocrat by 
ancestry and association has 
Cleveland clock fanciers busy trying 
to unravel a mystery. 

The aristocrat is a flawless pedi- 
greed clock cast as a bronze Statue 


of Liberty. 

It was sculpted by Frederick Au- 
guste Bartholdi, sculptor of the Statue 
of Liberty in New York Harbor; 
cast by Alexandre Gustave Eiffel, 
builder of the Eiffel Tower; and 
equipped with clock mechanism by 
Tiffany. 

Supposedly it was owned by Pres- 
ident William Howard Taft—it was 
purchased from the estate of the 
widow of the late U. S. Senator 
Robert A. Taft by Charles Rivchun 
& Sons, Inc., wholesale jewelers. 

Supposedly . . . because Charles 
P. Taft, son of William Howard 
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SPEAKING OF THE JEWELRY TRADE 


Taft and brother of the late Senator, 
cannot recall the clock. Nor can Rob- 
ert A. Taft, Jr., the president’s grand- 
son. 

And you could hardly overlook a 
500-pound bronze statue nearly 10 
feet tall, clutching a clock over her 
head and with a revolving globe at 
her feet which tells time all over the 
world. 

Whether or not she adorned Pres- 
ident Taft’s study, she’s a handsome 
hunk of clock, valued by Sanford 
Rivchun at a cool $36,000. 


a GEMS: Beneath I[ran’s na- 
tional bank are the fabulous 
treasures of that country’s Fort Knox, 
the Shah’s imperial jewel collection. 

Among the priceless treasures is 
a globe of the world two feet in di- 
ameter, containing 51,326 diamonds, 
rubies, emeralds and sapphires, with 
a giant ruby where Texas ought to 
be. 

At one end of the vault is the 
“Nadir” throne, stolen from Delhi 
by Persian warriors in 1736, and 
near it, accoutrements befitting a 


monarch—the “Pahlavi” crown of 


red velvet, diamonds, emeralds, sap- 
phires and pearls; a yard-long sabre 
covered with diamonds; a gold scep- 
ter—and a diamond and ruby spit- 


toon. 


eg UP? TRY THIS: Police hot 

footed it to a Casper, Wyo., jew- 
elry store when a burglar alarm 
jangled. 


There they found a shattered show 


window and a townsman who loudly 
proclaimed that he had thrown a 
rock through the window. 

He explained to the baffled police 
that he was “fed up and wanted to 
eo to the pen.” 


H” TIME: A British housewife 
claimed to discover a new way 
to keep her five clocks clean and 
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We Can Deliver \OW tor Christmas! 
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running—by boiling them, and put- 
ting them in the oven to dry! 
Because of this, she says — and 
despite it, say the experts—her time- 
pieces are still running. The addition 
of a few slices of cheese might bring 
clock- 


about a gourmet’s delight 


work au gratin. 


oo THIS! The ingenious Swiss 


are reported to have developed 
a watch with push-button lighting 
instead of the usual luminous dial 
painting. 

According to The Financial Times 
of London, the watch light, operated 
by a button on the case, comes from 
a small rechargeable battery within 
the case. The battery can be re- 


charged without opening the case. 


A REAL GENT: A hood ona Robin 

Hood kick heisted $2,230 from 

a savings and loan association in 
San Francisco recently. 

The robber, a moustached charm- 

er, pocketed the cash, then flabber- 


gasted the young teller by handing 
her a diamond ring: 
“Here, honey,” said he, “this is 


for you.” 


eee VOYAGE HOME: Customer loy- 
alty sometimes reaches quite as- 
tonishing proportions. 

Russakoff Jewelers, of Skowhegan, 
Me., received a package recently from 
a customer of yore long gone from 
Maine. 

The package contained five inex- 
pensive alarm clocks, sent in for re- 


pair from .. . Brazil! 


' Deepauteeeness POET: The de- 
“4 sire to possess jewelry inspires 
some men to crime, some to poetry 

. some to both. 

\ Bradenton, Fla., jeweler recently 
found one of his show windows had 
been pried open in the night. 

The display of diamond rings be- 


hind the glass was in disorder; price 


— 
srvore 








ATCH & CLOCK// 
REPAIRING 








“‘What a mess they were in. Every one gave a different time. . .’ 
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tags had been removed and the rings 
were stuffed into one corner of the 
showcase. 

But not a ring was missing. The 
would-be thief’s poetic instincts tri- 
umphed over the criminal. A scrap 
of paper among the rings bore this 
verse: 

Roses are red, 
Violets are blue, 
I love these, but 


I love my freedom [oo., 


VICTIM: An improper 


— 
Bostonian with a taste for stolen 


, \/y 
- war m Sts 
} A q df ; ew - ; 
- “~ — 7 = ~~ 4% 
) {B® \\} } 
ff 


jewelry came to orief on the reef of 
Narcissus recently. 

Answering a burglar alarm a 
brick had been 


jewelry store window 


hurled through a 
a Boston de- 
tective spotted a man admiring five 
diamond rings on his fingers in the 
light of a street lamp. 

The detective played a hunch and 
nabbed the begemmed gent. He was 
right. Proper Bostonians don't go 
in for such ostentatious displays. 


tien HAS WHISKERS: Think your 
beard is tough? 

Try your razor on a_ sapphire 
whisker! 

So-called sapphire “whiskers” are 
being used in the U.S. space pro- 
eram to vastly increase the strength 
of various metals at intense heat. 

Laboratory-grown whiskers, con- 
sisting of a single crystal of sap- 
phire or alumina, have withstood 
tensions up to several million pounds 
per square inch. Used in silver, they 
increased its strength five time. 

Work on whisker development and 
the bonding of whiskers with metals 
is being done by General Electric’s 
Missile and Space Vehicle Depart- 
contract from the 


ment under a 


Bureau of Naval Weapons. 





DIAMONDS INTERNATIONAL 


This is the symbol 
of the Awards. De- 
noting womanhood’s 
regard for diamonds, 
bronze bas _ reliefs 
like this belong to 
3 firms and indi- 


viduals, which have 


4 
of 
~ 
j 
, « 


been winners in the 
annual competitions 
that began in 1954. 
Each plaque honors 
"excellence in dia- 
mond jewelry de- 

ten.” Sculptor 
Ralph Menconi of 
Neu Y: rh cre ated 
the Award symbol 


AWARDS 


The trend is big, bold, dramatic. Nearly half 
of the Award pieces use 18-kt. yellow gold, 
brushed or fabric-textured. “Royal Pave” 
masses diamonds weighing 20 to 40 points 


@ EVELYN WALSH MCLEAN, who counted the Hope 
diamond among her treasures, wore diamond jewel- 
ry wherever she went at any hour—even to beauty 
parlors and supermarkets. 

When a kill-joy acquaintance observed within her 
hearing, “Well dressed women don’t wear diamonds 
in daytime,” Mrs. McLean replied: 

“That’s what I used to think until I got some.” 

So said Ilka Chase at the festivities honoring the 
winners of this year’s Diamonds _ International 
Awards. On hand, at the Waldorf-Astoria hotel in 
New York to see the designs and applaud the creators, 
were several hundred fashion writers. 

Miss Chase, the popular author, actress and televi- 
sion personality, was a member of the committee 
which selected the winners. Serving with her on the 
Selections Committee were three writers (Louella 
Parsons, the columnist; Margaret Thilly, accessories 
editor of Town & Country, and Mrs. Wilhela Cushman, 
fashion editor of Ladies’ Home Journal) and four 
prominent hostesses and fashion leaders (Mrs. Am- 
brose Diehl of San Francisco, Mrs. Homer P. Har- 
grave of Chicago, Mrs. William S. Paley of New York 
and Mrs. Clark W. Thompson of Galveston.) 

Nearly 500 sketches, entered in this year’s com- 
petition, were submitted anonymously to the Selection 
Committee. The ladies chose 21 drawings from the 
submissions, the work of 15 designers from the 
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mass of uncut emerald green 

crystals, produced by Car- 

roll Chatham, is background 
for willowy fingers of platinum 
and round diamonds, tipped with 
large pear-shaped diamonds. 
Created by Tibor Designs, Inc., 
Beverly Hills. 


oyal Champagne is name 
of ring (at far left), which 
presents a huge cinnamon- 
colored marquise diamond framed 
at one end by smaller white mar- 
quise diamonds, with ring band 
of baguettes. Marvin Hime, Bev- 


erly Hills, is the designer. 


ringe-bib, graduated in 
width (at left), is of 18 K 
gold with diamonds at the 
tip of each glittering spoke. The 
latter have supple freedom of 
motion as the necklace is worn. 
This prize winner is by Black, 
Starr & Gorham, New York City. 





lume-like pin (left), was 
designed by Erwin Pearl of 
New York City. It has fea- 
ther-textured 18 K gold strands 
set with graduated round dia- 
monds emerging from a_ gold 


base. 


ecklace by Lindemann, San 
Francisco (facing page, left), 
has strands and tassels of 
cultured pearls clasped at the 
center by 14 karat gold leaves, 
set with 35 diamonds. Half way 
up each side, smaller leaflets 
mark termination of double 


strand, beginning of single. 


stream of round diamonds 
flows across lattice bridge 
work of gold in_ bracelet 
(facing page center) designed by 
Kenneth Brown Jewelers, Inc., 
La Jolla, Cal. Wide at the top, 
the bracelet tapers on inside of 


wrist. 


nniversary Tree, designed 
by Granat Bros., San Fran- 
cisco (facing page, right), 
is of bark-textured gold with 
leaves and roots of diamonds. 
On each anniversary, another 
diamond “leaf” may be added 


to it. 


United States, Canada, Germany, Switzerland and 
the Dutch West Indies. 


The winning sketches were then fabricated into 


the bracelets, pins, necklaces, rings and bangle 


watches which were handsomely displayed under 
bright lights at the Waldorf luncheon. Some of 
the award-winners were represented by more than 
one piece. 

These pages, and the front cover of this issue, 
show the work of each of the 15 firms which won 
Diamonds International 1961 Awards. 


George Skinner of N. W. Ayer & Sons, Inc., which 
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sponsors the competition on behalf of DeBeers Con- 
solidated Diamond Mines, announced that “an im- 
portant new dimension will be added, starting next 
year, to promote the design of fine jewelry by crea- 
tive jewelers. 

“During the past eight years of competition,” Mr. 
Skinner said, “415 designers have submitted their 
work. There have been 73 winners. Twenty have won 
three times or more. Ten have won three times, four 
have won five times, one has won six times and one 


(Granat Brothers of San Francisco) has won every 


year since the Awards for fine jewelry design were 
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ound diamonds, marquises, 
pear shapes and baguettes, 
‘totalling some 246 diamonds 
are woven into bracelet (right), 
by Corrigan Jewelers, of Dallas. 
Ribbons of baguettes sweep into 
a central motif of marquise dia- 


monds. 


' entral motif of this necklace 


by J. Ortman, New York 


/ City (facing page, left), is a 


passementerie of round and mar- 
quise diamonds and faceted em- 
eralds in the Royal Pavé manner. 


The mounting is all-platinum. 


iamond calyx holds 60-carat 
Persian turquoise atop flexi- 
ble baguette diamond stem 
in pin designed by Marc Koven 
of New York City (facing page, 
right). Smaller turquoises set 
in 18-karat yellow gold prongs 


are clustered below the “leaves.” 


first offered eight years ago, in 1954, 

“This pattern is remarkable because the Selection 
Committee has been different every year, and the 
designs are submitted anonymously.” 

Henceforth, three-time winners are ineligible for 
further awards. They will be classified as members 
of the Diamonds International Academy. They will 
be invited to show one or two pieces during the 
presentation ceremonies and they will also be asked 


to examine all pieces in the Awards Collection and 
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to vote for one, in each of the five price groups. 
The new arrangements have several advantages, 
Mr. Skinner said. 
With sketches by three-time winners removed 
from consideration by the Selection Committee, 


there will be more opportunity for designs by other 


Winning designs by 


firms to be chosen. 


The display of one or two pieces by each of the foreign entrants are on 
Academy members, during the Awards luncheon, ; 
will give the fashion press an opportunity once a the following pages 
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angle bracelet designed by 
Primavesi & Kaufmann, 
Montreal (left), has tur- 
quoise berries with diamond cen- 
ters, 18 karat gold leaves with 
diamond veins. Double strands 
of gold on underside are diamond 


St udded. 


bouquet of diamond and 
platinum cones forms the 
central motif in this pin by 
Spritzer and Fuhrmann, Ltd., 
Curacao (right). Tassels of 18 
K yellow gold are free moving 
and sprinkled with small dia- 


monds. 


vear to see the work of designers of proven 
superiority. 

And the vote by members of the Academy on all 
of the finished jewels submitted in future years by 
Award-winners will add new excitement to the com- 
petition. The Selection Committee will continue 


to evaluate sketches on the basis of beauty and 


fashion choice. And, as in the past, any designer 


whose work is chosen by the Committee and who 
produces a finished jewel will receive an Award. 


But, henceforth, members of the Academy, estab- 
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lished technicians and designers of recognized ex- 
cellence, will review the finished pieces, judging 
them not only for design but also for skill in crafts- 
manship, quality of materials and beauty of execu- 
tion. The Academy Members will decide which sin- 
gle jewel, in each of five price classes, is to receive 
a new distinction—the Academy Award. 

“We believe this expanded program,” Mr. Skinner 
said, “will increase materially the interest and sig- 
nificance of the Diamonds-International Awards.”’ 
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n egg-like opal of green 


jade nests in branchwork of 


[ diamonds and brushed 18K 


yellow and white gold in clip 
by E. Meister Jewelers, Ltd, of 
Zurich (left). The clip may also 


be worn as a pendant. 


4 losely massed diamonds, 219 


rounds and baguettes, make 
Royal Pavé bracelet by 
Schilling of Stuttgart (right) a 
veritable mirror of gems. 
Winged baguette streamers add 


motion. 





The author of “The Diamond Industry in 1960,” 
from which the following material is excerpted, 1s 
curator of Mineralogy & Petrology at the Smith- 
sonian Institution, Washington, D. C. The national 
gem collection under his charge is seen each year 
by more than 3 million people. 


The average engagement ring sells for 
$277 and contains a 42-point center stone. 
Engagement rings represent about 70 per 
cent of diamond jewelry’s total sales vol- 
ume. These are some of the useful facts 
and figures brought out in this study of... 


DIAMOND MARKETING. FASHIONS. PRICES 


by Dr. George Switzer 


@® THE YEAR 1960 was a generally prosperous one 
for the diamond industry. Although sales were 
less than in 1959, world production rose. 

World production of diamonds in 1960 was an 
estimated 28,130,000 carats, including 950,000 car- 
ats from the U.S.S.R. This is only slightly lower 
than the previous record year of 1958, when pro- 
duction was 28,650,000 carats (revised figure, in- 
cluding 650,000 carats from the U.S.S.R.). 

Record sales of gem diamonds were chalked up 
in 1960—$177,662,601, compared with 1959 figures 
of $176,492,923. Industrial diamond sales were 
down from $78,687,716 in 1959 to $73,498,471 in 
1960. 

Sales by the Central Selling Organization in 
1960 amounted to $251,161,000, compared with 
$255,180,000 in 1959. 
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Total world sales of diamonds in 1960, including 
independent producers outside the DeBeers 
Group, are estimated to have been approximate'y 
$310,000,000. 


Trends in Retailing 


Trends in the retailing of diamond jewelry in the 
United States were investigated for the 13th con- 
secutive year by an independent research organiza- 
tion for N. W. Ayer & Son, Inc. 

The major objectives of this study were to de- 
velop pertinent data on the market for diamond 
jewelry, including sales trends, inventory levels, 
prices and consumer preferences. This informa- 
tion was developed through personal interviews 
with 126 retail jewelers located in 55 cities across 
the country during January, 1961. The interviews 
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WORLD PRODUCTION OF DIAMONDS DURING 1960 
(EXCLUDING INDUSTRIALS) OTHER REGIONS IN METRIC CARATS 


—— BRAZIL ! 175,000 
BRITISH GUIANA 41,000 

—— VENEZUELA 13,769 
———— EES 4 57,000 
—~ OTHERS ! 6,000 

















AFRICA IN METRIC CARATS 
ANGOLA 657,827 
CENTRAL AFRICAN REPUBLIC 1.4 30,000 
REPUBLIC OF THE CONGO: 
BAKWANGA 246,563 ——— 
KASAI 165,915 
GHANA: 
EUROPEAN 353,000 
AFRICAN 
GUINEA 2. 5 
IVORY COAST 1. 5 80,000 


LIBERIA 2 576437, \. 

SIERRA LEONE: 2 
S.LS.T. 296,534 
AFRICAN 


SOUTH-WEST AFRICA: 
C.D.M. 
OTHERS 

TANGANYIKA 

UNION OF SOUTH AFRICA: 
PREMIER 
DeBEERS GROUP 
OTHER “PIPE” MINES ! 
ALLUVIAL !, 3 













































































‘Estimate. 

2Exports only. 

3including State owned mines. 
“Formerly French Equatorial Africa. 
*Formerly French West Africa. 











Last year’s diamond output totaled 28,130,000 This pie-chart shows how many carats of jewelry- 
carats, of which 77 per cent (21,520,000 carats) type diamonds were produced, country by country. 
was industrial. The other 23 per cent (6,610,000 Eleven African nations accounted, as usual, for 
carats) was Suitable, after cutting, for use in en- most of the output. Only small quantities came 
gagement rings, wedding bands and other jewelry. from Brazil, British Guiana, Venezuela and U.S.S.R. 











were made concurrently with a quarterly survey erately lower than 1959 and probably better than 
of diamond prices. 1958. Jewelers did not anticipate marked changes 
The sample of jewelers provides a representative in sales in 1961. If their forecasts are borne out, 
cross-section of well-established retail stores in 1961 sales will be somewhat higher than 1960. 
cities throughout the nation. Every effort has been 
made to retain panel members throughout the 
years. Most of the member jewelers have partici- The jewelry share of total store volume de- 
pated frequently, some over a continuous 13-year creased nominally during 1960 for the second con- 
period. Of the 126 jewelry stores interviewed 52 secutive year. The proportion of diamond jewelry 
per cent were cash stores, 44 per cent credit stores, to total jewelry sales remained the same as in 
and 4 per cent department stores. 1959. Diamond rings continued to dominate over- 
A moderate decline in volume was experienced all diamond jewelry volume, again accounting for 
by jewelers during 1960 in all phases of activity— almost three-fourths of total unit sales. True en- 
diamond engagement ring sales, diamond jewelry gagement rings registered a small gain in their 
sales, and total store volume. Sales in 1960 were share of the diamond ring market. 
not as great as predicted by jewelers at the begin- The importance of diamond-set watches re- 
ning of the year, but nevertheless, were only mod- mained constant, representing only a small portion 


Rings Use Most Diamonds 
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of diamond jewelry sales. Sales of diamonds of 
two carats and larger remained roughly compara- 
ble to the level of the previous year. 

True diamond engagement rings improved their 
position in the larger sized diamond market. A 
somewhat larger proportion of jewelers maintained 
an inventory of diamonds two carats and larger as 
of the end of 1960 as compared with the same time 
a year earlier. Jewelers expected sales of the larger 
sized stones during 1961 to be comparable to 1960. 

About a third of the jewelers reported sales of 
loose diamonds. Such sales, however, continued to 
represent an insignificant portion of diamond ac- 
tivitv. Jewelers were almost unanimous in agree- 
ing that sufficient quantities of diamonds were 
available. Eight out of ten jewelers reported no 
problems in the supply of various diamond sizes. 
The supply of diamond qualities seems to have 
improved during the year. In terms of dollar valua- 
tion, total weight, and average quality virtually no 
change between 1960 and 1959 year-end inventory 


was experienced. 


Engagement Ring Trends 

True diamond engagement rings accounted for 
12 per cent of total diamond jewelry unit sales dur- 
ing 1960 compared with 39 per cent during 1959. 
The wedding ring unit share remained about the 
same—nine per cent in 1960 and 10 per cent in 1959. 

Diamond engagement ring sales in general, in- 
cluding true, deferred and replacement, represented 
70 per cent of diamond jewelry sales on a dollar 
basis and 55 per cent on a unit basis. 

Two out of three jewelers felt that the desire 
for a diamond engagement ring during 1960 was 
about the same as in 1959. Jewelers believing the 


RETAIL DIAMOND PRICES DURING 1960 
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New, Fact-Filled 60-Page Study Describes 
The Diamond Industry in Full Detail 


The text and charts on these pages represent only a small 
part of the ‘‘Thirty-Sixth Annual Report on the Diamond 
Industry—1960."’ JC-K has published these reports as an 
industry service ever since 1925. The new review is by 
far the largest in the entire series. It contains production, 
import, export, cutting and employment data for all na- 
tions which are active in the diamond industry, with ex- 
panded sections on Belgium and Israel and a comprehen- 
sive description of the De Beers operations. For your 
copy, write Reader Service Department, JC-K, Chestnut 
& 56th Sts., Philadelphia; enclose $1; ask for ‘‘Diamond 
Industry—1960."”’ 


desire was stronger outnumbered those believing it 
was weaker. 

The relationship between solitaire and multiple 
stone rings remained virtually unchanged over the 
two year period. The size of the center stone set in 
engagement rings sold by the typical jeweler de- 
creased nominally, from 44 to 42 points. 

During 1959 and 1960 the most popular price for 
a diamond engagement ring, excluding Federal tax, 
was $277. Sale of engagement rings containing 
major stones other than diamonds, as in previous 
years, was negligible. The popularity of friendship 
rings was somewhat greater than in 1959 but less 
than 1958. In the opinion of jewelers the trend 
among teenagers toward early marriage has not ap- 


(please turn to page 76) 








1 carat 2 carat 3 carat 


14, carat ly cara , 
Median Range Median 


t 
Month Range Median Range Median Range Median Range 


$910-4545 $2180 $2175-8635 $3750 


$320 $500-1545 $850 


Jan. $75-250 $135 $175-590 


2455-8180 3930 


75-275 135 325 450-1635 865 800-4725 2180 


75-285 125 310 410-1545 850 825-4545 2090 


April 


2250-9090 4025 


— a ee 


2450-8773 4250 


July 





126 150-575 318 450-1682 864 888-5250 2166 





Retail prices charged last year for diamonds of various sizes, as 
quoted in De Beers advertisements. The median is the mid-point 
in the price range. For example, the $135 median for quarter- 
carat stones means that half of the stones of that size sold for 
$135 or more, and half of them sold for $135 or less. 
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RANGE OF RETAIL DIAMOND PRICES, IN U. S. JEWELRY STORES, 1952-1960 
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1952 1953 1954 1955 1956 1957 1958 1959 1960 
Quarter carat prices. Fine examples overlap half-carat stones in value. 


“> S % 
, ¥ $§ - $F £ 
Vv Vv Vv vy 4 


, 








1952 1953 1954 1955 1956 1957 1958 1959 


Half carat prices. An extremely wide range, depending upon qualities. 
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1952 1953 1954 1955 1956 1957 1958 1959 1960 


One-carat stones. Likewise a broad span, according to individual merit. 




















1952 1953 1954 1955 1956 1957 1958 1959 


2 carats. Chevy, Olds prices overlap; so do those of 1-, 2-ct. diamonds. 


NOTE: The price spread is wider in 1960 than in former years. The increased spread is largely 
due to a change in analyzing the prices charged. Before 1960, the highest 5 per cent and the 
lowest 5 per cent of the reported prices were excluded as untypical. In 1960, however, the entire 


price range was shown. 


CHARTS DESIGNED FOR JC-K BY JAY HANNAH 
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by Mary Kraft, Director, Good Housekeeping 
Decorating Studio and Building Forum 


@ IT SEEMS TO ME that the retail jeweler could sell 
more silver, china, glassware and other tableware 
items if he would try a little harder to understand 
the needs of his customer and to help her solve her 
problems. 

What are some of those needs? First and fore- 
most, she needs a constant flow of ideas, large and 
small—ideas to make her job as a homemaker more 
exciting, more rewarding, and physically easier. 
She wants to be guided in taste and enriched cul- 
turally. She wants to know what is correct in style 
and procedure, and she wants guidance in quality 
in order to spend her money wisely. In almost all 
homes today, storage is a problem and so is mainte- 
nance. 

Have you taken a good look at the cupboard space 
provided in today’s new kitchens? Usually there is 
room for only one set of china, silver, and glass- 
ware. If you are catering only to families who have 
pantries and butlers, you won’t be in business very 
long. Without servants, living is more casual, but 
Mrs. America still wants to create a comfortable 
and gracious home environment for her family. 


Sterling? Use It! 
Why need there be more than one set of flatware, 


and why shouldn’t that be sterling? 
Why doesn’t someone come right out and Say, 


“Look here! If you keep your sterling silver flat- 
ware in a drawer in the kitchen; if you use it three 


B 4h y LN meals a day; if you wash it in an automatic dish- 
washer; if you use, re-use, and even abuse your 


silver, it will still be enjoyed by your children and 
your children’s children. You can’t wear it out or 
STERLING use it up. You can only (occasionally) lose a piece.” 

At Good Housekeeping we have done a great deal 
of work on the care of silver, and we know that con- 
stant use increases the beauty of silver and that 

It can take the knocks the more you use it, the less polishing it needs. Yet 
of everyday use without jewelers encourage women to treat their sterling 
needing to be polished, flatware like jewelry and store it away in a special 
says this women’s advisor chest. 

If you could get rid of all the silver chests, you 
would be taking a big step towards selling more 
people sterling! 

To be sure, silver is valuable—precious; but any- 
one can own it, and many more people would if its 

(please turn to page 86) 
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Photos taken exclusively for JC-K in one of the test kitchens at Good Housekeeping 


‘Look here! If you keep your sterling silver flatware in a drawer in the kitchen; if you use it three 


meals a day; if you wash it in an automatic dishwasher . . . it will still be enjoyed by your children 


and your children's children. You can't wear it out or use it up." 





SHOULD BRIDES ACQUIRE ONLY ONE SET OF FLATWARE (STERLING) AND USE IT FOR 
EVERY MEAL? SIX SILVER COMPANY EXECUTIVES EXPRESS THEMSELVES PRO AND CON 


Applause—‘‘Mary Kraft’s advice is excellent. We Casual Living—‘‘With constant use, it is probable 





agree with her and have been trying to preach the 
same theme for many years. Why shouldn’t the 
average housewife live with, and enjoy her sterling 
flatware every day?’’—A vice president. 


Some Care Needed—‘‘Miss Kraft’s points are well 
taken, by and large. The underlying theme is that 
if you have room for only one set of flatware, why 
not get the most useful? Sterling can be treated 
in a most casual manner; however, nothing should 
be abused, whether it is sterling silver or a black- 
smith’s anvil.’’—A vice president. 


Provocative—‘‘Miss Kraft presents an interesting 
viewpoint. While | do not agree with her 100 per 
cent—but then, who does with anything?—1 think 
it is interesting and provocative.’’—A vice presi- 
dent. 


Not for Kitchen Eating—‘‘Sterling silver should be 
dried by hand as it comes out of the dishwasher. 
If this is done, and it is put away carefully in a 
drawer, its beauty should last forever. However, | 
am not sure that it should be used at every single 
meal—I would endorse the idea of a second set 
for breakfast and any meal which is eaten in the 
kitchen, as so many are these days.’’—A vice 
president. 


that a service of sterling flatware can go for at 
least three or four years without having to be 
polished. This is a hard fact for the average house- 
wife to accept but it is indisputably true. Sterling 
may be treated as casually as Miss Kraft suggests, 
provided that it is used for every meal eaten in 
the home. If the jeweler points out ease of mainte- 
nance to the sterling customer, he is adding a 
sales point. 

“But if he stresses casual, lazy living with ster- 
ling, | am afraid that he is detracting from a favor- 
able romantic image built and accepted over many 
generations. The great majority of sterling is sold 
in conjunction with weddings. In planning her home 
appointments, it would be a tragedy to have the 
bride thinking of her sterling flatware in the same 
terms as her garbage disposal or her automatic 
dryer, for, if the sole basis for her tableware pur- 
chase is utilitarianism, she could be reasonably 
well satisfied with stainless steel in spite of its 
inferior appearance. 


“Sterling flatware and casual living do not blend 
well from a sales appeal standpoint.’’—A treasurer. 


The Case for Two Sets—‘‘Why do we want to foster 
the idea that only one set of flatware is needed? 


(please turn to page 86) 
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Reprints of this Jewelers’ Guide to 
the Excise Tax—complete with lists 
of taxable and non-taxable articles 
and services—are now available at 
$1 a copy. You may obtain as many 
copies as you wish from Reader 
Service Department, JC-K, Chestnut 
& 56th Sts., Philadelphia, Pa. The 
author, Bernard N. Burnstine (pic- 
tured below) was executive Vice 
Chairman of the Jewelry Industry 
Tax Committee for a period of six 
years. 


A practical guide to the Federal Excise Tax on jewelry by Bernard N. Burnstine 


How tosave money —and how to avoid 
penalties—in computing the tax for 
exchanges, trade-ins, installment 
accounts, repairs, remodeling and 
layaways. Last ina 3-part series, 


telling what you ought to know about 


FORM 720 


@® IN GENERAL, JEWELRY STORE MERCHANDISE can 
be exchanged or returned by the purchaser before 
use with full credit for the excise tax, provided 
that he is allowed the full purchase price including 
the excise tax. 

Exchanges or returns can be made by the recip- 
ient of a gift, with full tax credit, provided that: 
the articles have not been used; full allowance of 
the purchase price, including tax is made; there 
has been an agreement or understanding for such 
return or exchange between the retailer and the 
purchaser. 

Diamonds or other precious stones of an in- 
destructible nature, or articles of jewelry mounted 
with such stones, are presumed to have been used 
when they are returned more than 60 days after 
purchase. On returns after 60 days, you must 
submit evidence overcoming such presumption be- 
fore credit is taken on a subsequent return. 

Exchanges made by other than the original seller 
of the articles are not subject to tax credit 

If an article sold under a guarantee is returned 
because it is defective either before or after use, 
and a new article is given without charge, there 
is no tax on the replacement. If there is a charge 
for the replacement, the net amount of the charge 
is taxable. If a refund is given, the tax is refund- 
able in proportion to the amount refunded. 

In the case of installment sales under a lease, 
chattel mortgage or conditional contract of sale, 
where title to the merchandise does not pass until 
paid for, the tax can be reported and paid upon 
each payment as you receive it. For example: 
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jor more diamond sales 


FREE 
DIAMOND GIFT 
FOLDERS 


* Order 1000 free! Or order several thousand, 
and get your first thousand free. Enclose 75¢ 
for each additional thousand. 


These handsome folders promote your diamond 
gifts for anniversaries, days of birth, engagement, 
and for other family gift occasions. They give in- 
teresting facts about diamonds, invite customers 
into your store. 


Use them for bill enclosures and for counter dis- 
tribution ...take advantage of the year-round op- 
portunities for diamond gift sales. Space is provided 
for you to imprint your name and address. Order 
1000 free! Enclose 75¢ for each additional thou- 
sand. Order through Diamond Promotion Depart- 
ment, The Reuben H. Donnelley Corp., 230 East 
Sandford Blvd., Mt. Vernon, N. Y. 


To mark your proudest moments 
The ovet meaningint gift thet can he given, « 
dkaracmd ratiantly recalls your MieeMnen te 
os Your engagement, the birth of » sn or daughter, 
an important anniversary. © special milestone in 
tefetione. From man to woman, from heart te 
it carries ite memage of joy tn tiemetess fame. 


‘ in pose ae aad 
carat We a Hhe te shure you our , 
explain how diamond qaality apd value are judged. 


Tie in with the national diamond promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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FORM 720 (continued from page 64) 


How the Federal Excise Tax applies to trade-ins and repairs 


You sell a watch under a conditional contract 
of sale with payments to be made in install- 
ments of $11 each month. On each payment 
received you would report and pay $1 tax. 

If the tax is prepaid on such accounts and 
the purchaser does not complete payment, 
credit can be taken on a subsequent return for 
the amount of tax above that due on payments 
received which you have paid. 

It is very important that you get a signed 
contract on all add-ons to accounts on which 
you pay the tax on the installment basis. Add- 
ons to an installment account of the above 
type, made on a simple sales slip, are consid- 
ered the same as charge sales; the tax on such 
charges becomes fully due at the time of sale, 
and there is no tax credit allowed for any un- 
collectable amount on such sales. 


Sale of Installment Accounts 


If you sell your installment accounts on 
which you have been reporting and paying the 
tax on an installment basis as payments have 
been made, the entire amount of unpaid tax 
on the accounts becomes immediately due. As 
the original seller you are responsible for this 
tax payment. 

If the sale of the accounts is made at the 
direction of, or with the approval of, a court 
of competent jurisdiction as a result of bank- 
ruptcy or insolvency, the tax paid shall not 
exceed the amount of tax computed for the 
amount received for the accounts. If such ac- 
counts should be returned to the seller, credit 
or refund can be taken of tax so paid, and the 
seller resumes installment payment of the tax 
as heretofore. 


Trade-Ins 


In general, the amount allowed for an article 
accepted in trade towards the purchase of an- 
other article is considered the same as a cash 
payment and cannot be deducted from the tax 
base. However, there are two notable excep- 
tions to this regulation. 

1. If you advertise, as part of a sales promo- 
tion program, watches for sale at a listed 
price with the stipulation that a fixed amount 
will be allowed for any old watch in trade, the 
amount allowed is deductible from the tax base, 
provided that: the supplier of the watches par- 
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ticipates by making the watches available to 
be sold at the price so reduced; such allow- 
ances bear no relationship to the value of the 
watches traded; such allowances are not deter- 
mined by process of bargaining. As an ex- 
ample: You advertise and sell a watch under 
the above conditions for $35 with an allow- 
ance of $10 for any old watch. Only the dif- 
ference of $25 is subject to tax. 

2. You trade in an article previously sold by 
vou under a contract of sale wherein vou retain 
title until paid for and title has not passed. 
Under these circumstances, the tax paid on the 
original sale can be credited to the new pur- 
chase. For example: You have sold a diamond 
ring for $100 under a conditional contract of 
sale, and before it is fully paid for the pur- 
chaser trades it in for a $200 diamond ring. 
Tax paid on the original purchase of $100 can 
be credited to the new purchase. 


Jewelry Repairs 


You are required to pay tax on all articles 
used in jewelry repairs or remodeling that, 
under law, would be subject to tax if sold sepa- 
rately. Such articles would include setting 
boxes, heads, full shanks, safety chains, spring 
and jump rings, etc., when made of or con- 
taining precious metals or precious metal alloys, 
or imitations of precious metals, and listed 
stones. The tax applies only to the retail price 
of such articles when the price of such articles 
is stated separately from other charges. How- 
ever, if you combine the price of taxable 
articles, non-taxable articles and labor in one 
price, the whole amount is considered to be the 
price of the taxable part used and is subject 
to tax. For example: You charge $5 for a full 
shank and $5 for labor; when stated separate- 
ly only the $5 charged for the shank is taxable. 
If you state the full price as a single charge of 
$10 the entire price is taxable. 

The tax does not apply where you furnish 
only labor, unfabricated metal, wire solder, etc., 
even though the material used is of precious 
metal. A good rule of thumb for determining 
the tax status of articles (other than listed 
stones) used in repairs or remodeling is to 
consider any precious metal or imitation of 
precious metal articles that is usually obtain- 


able as a finding a taxable article and subject 
(please turn to page 80) 
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_ Today's hi-fi rig is a far ery from Edison's 


-- original talking machine. In fact, every- 
__ thing today is so much more effective than 


S avons ‘urn of the century. 


You hear so much about diamond 
beauty today. New techni new meth- 
ods, new machines bring out more of the 
liattvend’s “undertones” and “overtones,” 
creating mose brilliance, greater fire, 
more enduring loveliness. ~ 


d one firm stands out as leader in the 
development of these manufacturing 
achievements — Baumgold Brothers. Sym- 
bolic of this leadership is Baumgold’s own, 
exclusive Circle of Light diamond. 


PACING THE PROGRESS OF THE DIAMOND IN- 
DUSTRY SINCE THE TURN OF THE CENTURY. 


UMGQO] 


BROTHERS, INC. 
580 FIFTH AVENUE, NEW YORK 36, N.Y. 
NEW YORK «+ LOS ANGELES + TORONTO 
VANCOUVER + LONDON ANTWERP 











THE MANY FACES OF QUARTZ 


PART li—BY DR. FREDERICK H. POUGH 


Quartz from the Crystal Mountains, near Hot Springs, 


Ark. This specimen is on view at the Smithsonian In- 


stitution, Washington, D. C. 


ALL ABOUT ROCK CRYSTAL 


@ COLORLESS, WATER-CLEAR QUARTZ known as 
“rock crystal’ has lost nearly all interest to the 
jeweler because of its low cost and confusion with 
glass, resulting from reference to certain types of 
the latter as “crystal.” 

In earlier times, rock crystal was highly valued 
and museums display numerous examples of carv- 
ings in crystal. Today, aside from crystal neck- 
laces imported from Japan, and crystal rondelles 
used as spacers for gemstone beads in necklaces, it 
is seldom seen. 

Commercially, rock crystal is very important, 
however, so important that the Western Electric 
Co. recently began operating a large plant devoted 
to the growing of crystals of colorless quartz. 
Quartz has a valuable, though not unique, property 
of vibrating when it is subjected to an alternating 
electric current. The frequency of its oscillations 
is determined by the size and thickness of the slice 
and its orientation in the crystal lattice. By adjust- 
ing the thickness, slices can be produced with fre- 
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quencies to coincide with any desired radio wave- 
lengths. 

Such an oscillating crystal, introduced into a ra- 
dio transmitter, acts as a control to maintain the 
frequency, preventing a wave-length drift of several 
meters one way or the other than can occur when 
no crystal is in the system. This keeps a radio sta- 
tion always and exactly on the same wave-length. 

The telephone men’s interest is a little different. 
They can transmit, simultaneously, several com- 
munications in an incomprehensible scramble over 
the same wire, then sort them into comprehensibil- 
ity again at the other end of the line by introducing 
two sets of like crystals at each end of the system. 

The reason for quartz’s oscillatory behavior lies 
in its crystal structure. It is hexagonal rhombo- 
hedral; that is, six-sided with a three-sided termi- 
nation, but it is not symmetrical to the right and 
left of the three horizontal directions. Hence, like 
most crystals with a one-sided development, it can 

(please turn to page 70) 
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HARRY WINSTON, Inc. 


OFFERS YOU 
THE WORLD’S 
LARGEST 
SOURCE 

OF LOOSE 
DIAMONDS. 


Pe rahe | ‘_ a 
ee a ae oe 
3d ae ae Pes 
ee. es 
ee a ae oo 4 
« ¥ 


MR. VOLUME USER... 


We have geared our operations to you! 


If you buy loose diamonds in quantity, we can offer 
you the world’s largest invevtory . . . an unmatched 
selection of sizes, cuts and colors. 


It will pay you to buy from Harry Winston, Inc., because we 
cut and polish our own rough in our own factories. 


Contact us to see how savings can be effected by buying 
at the source, with a merchandizing program that will 
help you sell faster... at better prices. 


LY » Entrance for Loose Diamond Division 
IC. : : W. 56th St. 
| ~—. || all —— 


718 FIFTH AVENUE, NEW YORK 18, N.Y. i = CALIFORNIA OFFICE 
Circle 5-2000 : 448 SO. HILL ST., LOS ANGELES, CAL. 
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THE MANY FACES OF QUARTZ 


(continued from page OS) 


acquire or produce electrical charges under stress, 
either piezo-( pressure), pyro-(heat) or electrically- 


induced. 


The Habits of Quartz 

The outlines of quartz crystals are well-known, 
and a mineralogist can usually identify the mineral 
from its crystal forms, with no need for tests. As 
with any common mineral, the particular form can 
vary enormously. The characteristic shape of a 
crystal is called the “habit.’”’ Some quartz has a 
long and slender habit, called prismatic. Other spe- 
cimens have a short flat habit, called tabular. Dif- 
ferent temperatures cause different habits; in 
fluorite, for example, octahedral habit (double pyra- 
mids) is considered a sign of an elevated tempera- 
ture and cubes a sign of low temperature forma- 
tion. Platy ealcite is considered very high 
temperature calcite. 

Quartz crystals growing above the beta-quartz 
temperature level are likely to be simple, double, 
hexagonal pyramids or “quartzoids.’’ At lower tem- 
peratures, with alpha-quartz, there does not seem 
to be any fixed relationship between crystal habit 
and the temperature of formation. We might guess 
that simple crusts, surfaces, or points probably 
signify low temperatures (for we find few or no 
elongated crystals in deposits that we know, from 
other evidence, grew at low temperatures). 

Prismatic quartz crystals are six-sided. They are 
terminated by two sets of rhombohedral faces, one 
of which is usually a little larger than the set that 
alternates with it. But when the prism in incon- 
spicuous or missing, as when we have only a sur- 
face of points, the two sets are enough alike to give 
an hexagonal impression, recognizably quartz. It 
never has a flat top face, or a base, with one or two 
very minor exceptions. 

Common as quartz is, good specimens are not so 
abundant as to be worthless. A mineral collector 
wants, in any rough mineral specimen, something 
that is beautiful, still in its original state (that is, 
not polished or cut), and not seriously bruised, 
chipped or damaged. For every mineral, there are 
a few outstanding sources of crystal specimens. 
Often they are so typical in appearance that an ex- 
pert can name the deposit from which the specimen 
came without having to see the label. 


Best Specimens from the Alps 

First prize for beautiful rock crystals is taken 
by the Alpine localities. The crystals from the pock- 
ets are well developed, with many shiny faces. Of- 
ten they are very large. The Alps are the probable 
sources of the crystal for the plaques, cups and 
beakers in museum collections of European art. 
Even now, good specimens are found every year in 
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freshly exposed pockets. Mountaineering guides in 
some parts of the Alps commonly augment their 
incomes by collecting and selling specimens. The 
profession is called “strahling,” and_the practition- 
ers are called “Strahlers.” 

The leading American source of rock crystal is 
the Hot Springs, Ark., region. Crystallized groups 
taken from quartz veins will be found on roadside 
stands for sale to tourists. Most mineral dealers 
have them, and large groups are used by interior 
decorators and by several table lamp manufacturers. 
They are easy to recognize, they are groups of quartz 
alone, usually cloudy at their bases, becoming clear 
at the tips. They lack the surface brilliance of the 
Swiss crystals, have fewer and simpler faces, and 


do not seem as clear. 


Herkimer “Diamonds” 

A third and interesting source of very different 
rock crystals are small pockets in the rock around 
Fonda and Little Falls, N. Y. (Herkimer County). 
They seem to have grown in the pockets, as some 
of the rock was dissolved away. For some reason, 
instead of filling up again with layers of chalcedony, 
the silica of the solutions permeating the rock crys- 
tallized out as drusy linings, but with one or two, or 
half a dozen, large, clear double-ended shiny crys- 
tals. The loose crystals have been collected for many 
years. Called “Herkimer County Diamonds,” they 


can be picked up after a rain in the plowed fields of 
that area, and the supply seems inexhaustible. Flaw- 
less clear ones may be as much as two or two and a 
half inches long; cracked and broken ones have been 
found that are more than twice as big. The im- 
pression given by these crystals is one of brilliance, 


for they seem unusually clear and bright. 

Druses and crusts of quartz are very common. 
There are collectors who have managed to get a 
quartz specimen from every state in the union. 
Nor is its abundance limited to North America; the 
same ubiquity may be noted in every continent. 
Brazil is an important source of industrial quartz 
and of specimens. So is Madagascar. However, the 
collector’s requirement, mentioned earlier, that a 
specimen must be undamaged, makes it hard to get 
cabinet examples from some of the more distant 
places, for the tips are much too easily chipped. 
Brazilian industrial quartz is sacked for shipment 
to the radio crystal cutters, so no attractive speci- 
mens can be got from them. We do find possible 
cuttable specimens among this material, for not 
every quartz crystal sent here possesses 100 per cent 
oscillator quality; nor is every piece wholly free of 
interesting inclusions and imperfections. 

The Brazilian quartz mines in Minas Geraes lie 
to the west of the pegmatite section. The veins cut 
sedimentary rocks, near the diamond mines at Dia- 
mantina. During the war they were intensely 

(please turn to page 77) 
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IMPERIAL COLPURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


IMPERIAL PEARL SYNDI CATE, IN off World's largest House of Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bidg. 607 S. Hill St. 45, Aka Saka Shinsakamachi, Minato Kw 
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HEADS 
ait 


by Virginia Dixon 

















No heads will roll, 
but eyes will, if you 
use attention-getting 
silhouettes in your 
show windows 


























W cs a simple eye-catching motif is needed for 
a window display, silhouette cutouts can often fill 
the bill. They are comparatively easy and very in- 
expensive to execute and can be made up in an in- 
finite variety. Feminine heads serve to give a fash- 
ion slant to jewelry and tableware displays. 

Decorative posters can be made by mounting 
silhouettes of paper on the poster board and hand 
lettering them. Silhouettes can be cut from heavy 
cardboard and covered in colored paper or fabric 
and mounted either directly on the window back- 
ground or on panels or plaques. 

Heads, when cut life size, make excellent display 
units for actual pieces of jewelry. 


Although silhouettes are generally thought of as 
black on white, there is no reason to confine our 
silhouette decorations to this color scheme. The 
full gamut of colors can be used, but be sure to 
use combinations of colors which have good con- 
trast in value, so that the silhouette stands out 
smartly. 

In choosing a design for a silhouette, seek as 
varied and interesting an outline as possible, since 
your design is entirely dependent on its outline. 
Heads should have interesting hair-do’s and well- 
designed features. Enlarge your design by having 
a photostat made or by using the method of enlarg- 
ing by squares. 


(turn page for more silhouette ideas) 


Silhouette heads have been cut 
from cardboard, covered in fabric 
and mounted on framed oval 
plaques hung against the window 
background, serving as a decora- 
tive background for the buffet table 
setting in the foreground. Earrings 
and other jewelry pieces are pin- 
ned to the heads. Necklaces can be 
run through small slits in the back- 
ing of the plaque. Oval picture 
frames with the glass removed can 
be used for the plaques. Cover 
the silhouettes in velvet or crepe 
and mount against fabric covered 
backing in frame. A different color 
scheme might be used for each 
plaque. 
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Originaliy established 1866 


Kahn- Jacobson , [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. Telephone Circle 5-4313 
and 82/34 Holborn Viaduct, Londen 
Jacobson Bros. Diamond Corp. Cable Address: “Redlace” New Yerk 




















Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds 
and Cats Eyes... 

* 
Available loose or set in 
Platinum Diamond Mountings 
of exclusive design .. . 


Se og 
| Syrenelt Spdbinson 


h 


Formerly Robinson & Sverd 


© Over 42 Years of Dependable Service ¢ 
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Heads Up!! (continued) 


More ideas on how to get sales help from silhouettes 


Silhouette heads are placed on the 
edge of the two background panels, 
which have simple drapes hung on 
either side so that the heads seem 
to be peekmg out from the cur- 
tained background. Jewelry is dis- 
played on graduated step eleva- 
tions in front of each panel. Grace- 
ful swishes of tulle tacked to the 
panels soften the background 
effect. Heads in maroon with tulle 
in soft rose against an ivory-col- 
ered panel, or shades of blue 
against white, would be effective. 





A lively poster provides an inter- 
esting background unit for a table 
setting arrangement. Heads are 
cut from different colored paper 
and mounted on the large poster 
board. ‘‘Everybody’s talking about 
the wonderful table settings at 
Blank’s’’ could be copy lettered in 
serpentine fashion around the 
heads. In this case, be sure all the 
lips are parted as if they were 
talking! You can get variety by 
reversing the pattern so that the 
ne features are facing in the opposite 
direction, and by varying hair-do’s. 


4 
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\ 


, 
; 


: 
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The heads are mounted directly 
against the plate glass at either 
side of the window so that they ap- 
pear to be observing the display 
and do not take away any space 
from the display itself. A heavy- 
weight cardboard or illustration 
board would be best to avoid curl- 
ing. Silhouettes can be painted in 
flat color or covered in colored 
paper. Tuck one edge of cut-out 
in window frame and attach it to 
plate glass with transparent tape. 
This idea can be used with any 
type of merchandise display. It 
would be particularly effective, if 
you have several windows, to use 
them on each window, each in a 
different color. | ee 
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This Ad will appear 
in THE NEW YORKER 
December 2nd 


ORDER NOW TO HAVE 
THESE ATTRACTIVELY 
GIFT BOXED PINS 
ON DISPLAY 


Fifth A i 
Sly Pins with the 1962 look. 


YU 6-6633 Fine quality, gold plated sterling silver. 
36 So. State St. Fashion-right designs to wear or give as 


“ - 
oO ae er 


Chicago 3 cherished gifts. Shown actual size. 
DE 2-7444 Matching earclips available. 


629 So. Hill St. Double leaf pin $9.00- Double circle pin $12.50 - Full blossom pin $12.50 
Los Angeles 14 Plus Federal Tax Designs copyrighted 
MA 2-0441 
Available Ai Fine Stores Everywhere 
Napier Park 
THE NAPIER CO., 530 FIFTH AVENUE, NEW YORK 36 


Meriden, Conn. : 
BE 7-5522 Leaders in Fashion Jewelry Since 1875 








PAST 
MASTER 
RINGS 


Handsomely fashioned in 
14K yellow gold with white 
gold top emblems, these 
rings are a fitting reminder 
of past Masonic honors. 
Some are set with fine qual- 


ity diamonds. 


Buttons and Charms 


also available. 


Wrerrertine Berry « co. Tine Saulomate Sovcley 


MEMBER AMERICAN oem seocieaerTty 8 ROSE STREET, NEWARK 8, N. J. 
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NEW and DIFFERENT 


“nly 


Catching on FAST 


all over 
the country 


The Ring That 
Appeals To Everyone 
In The Family 


First 2 stones signify husband and wife 
Birthstones signify each member of the family 
Additional birthstones added as family increases 
More luxurious than a medallion, more 
wearable than a crest, this beautiful ring is 
fast becoming the American symboi for 

the family circle. 


Perfect gift item for mothers, grandmothers. 
Each member of the family is a potential 
customer. Stores report the FAMILY RING as 
one of their fastest moving items. 


Available in 10 and 14 kt. gold. All 12 birthstones. 
Write for more information and prices. 


Free ad mats, counter cards, and sample mailers. 


Soild through wholesalers only 


Wi 
MNEIAET i 


2 West 47th St. © New York 36, N. Y. 
JUdson 2-1850 


DIAMOND REVIEW 
(continued from page 61) 


preciately affected the market for diamond engage: 
ment rings. 

Almost one third of wedding ring sales are in 
diamond-set wedding bands. This is similar to the 
1959 proportion. In diamond-set rings, wide bands 
remain a minor factor in comparison with bands of 
standard or narrow width. Prices of diamond wed- 
ding rings remained about the same over a two year 
period. As in the previous year, during 1960 half 
of the jewelers reported a price popularity level of 
narrow-width rings above $91. Fifty-eight per cent 
of all jewelers reported that the $46 to $112 cate- 
gory was the most popular price range, while one 
out of five jewelers indicated the $113-162 category 
as the most popular range. Similarly, the medium 
price for wide wedding bands—$136—was the same 
as in 1959. 

Sales of diamond rings during 1960 to married 
couples on the occasion of an anniversary was about 
the same as in 1959. About four in 10 jewelers re- 
ported that, as in 1959, the solitaire setting is usu- 
ally preferred in purchases of diamond anniversary 
rings. 


Diamonds in Fashion 


Bib necklaces, wide bracelets, massive brooches 
and chandelier earclips reflected the influence of 
1960 apparel and millinery fashions on precious 
jewelry design. 

Elegance and sophistication was the theme in dia- 
mond jewelry. For jewelry to be seen, it had to be 
in proportion to the generally bulky fashions. Fab- 
rics of brocade and tapestry required heavier pieces; 
wide bracelets were worn in twos and threes as 
sleeveless apparel was introduced for both day and 
evening. 

Individuality was a key word even in smaller 
pieces. There was strong demand for the made-to- 
order look, and designs were imaginative. Sculp- 
tured cameos, carved pins set with diamonds, 
large-scale diamond rings of classic and contem- 
porary design were frequently seen. Whimsical 
and sentimental designs of pets and places were 
touched with diamonds, some in charms and others 
in pins. Pearls were frequently used with dia- 
monds in smaller pieces. Solitaire diamonds of 
varying cut were worn on delicate chains. Pend- 
ants with pin backings were worn either as center 
motifs on chains or as pins. Gold and diamond 
medallions were reminiscent of Renaissance de- 
sign. 

Italy produced well-styled and completely 
mounted pieces of 14-karat gold. Textured sur- 
faces set with diamonds and precious stones 
ranged from the size of a quarter to larger pro- 
portion. Fluid, non-static flowers and figures were 


_ artistically rendered. 
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Accurate figures regarding world production of 
diamonds are not available for all countries. In 
the accompanying chart showing world diamond 
production, figures received from official sources 
are used in most instances. Official figures from 
some countries are meaningless, either because 
exports are not made through official channels, or 
because of illicit diamond mining. 

Total world production during 1960 amounted to 
approximately 28,130,000 carats, compared with 
27,600,000 carats in 1959. The record year was 
1958 when production was 28,650,000 carats. Pro- 
duction figures for 1958 and 1959 have been re- 
vised upward because of recent information indi- 
cating that the Soviet Union is now producing dia- 
monds in substantial quantities. & @ & 


THE MANY FACES OF QUARTZ 

(continued from page 70) 

worked, and tons of crystals were shipped. Many 
more tons were left lying on the ground, unusable 
crystals that preliminary inspection showed to be 
partly cloudy, flawed, or full of included foreign 
matter. 


Ghosts in the Rock 


Some were shipped, on the chance that part 
would be usable. The commonest inclusion takes the 
form of a “phantom,” the ghost-like inner outline 
of a crystal, representing an earlier stage, a period 
when growth paused and tiny bits of foreign mat- 
ter collected on the faces. Then, with a fresh surge 
of solutions rising through the vein, growth re- 
sumed and the foreign mineral matter was enclosed 
and preserved the outline of that earlier stage. 

In some minerals, phantoms are interesting be- 
cause they reveal a complete change in crystal habit 
in later growth periods, but not in Minas Geraes 
quartz, for in all of them, the phantom exactly 
parallels final face development. However, when 
such specimens are sliced across an occasional ag- 
gregation of closely-spaced, multiple bands of phan- 
tom growth, they make unusual stones for the ama- 
teur cutters, and must, nonetheless, be grouped with 
rock crystal. 

A well-known type of inclusion is more charac- 
teristic of rock crystal. These are needles of rutile, 
a mineral recently become familiar to the jeweler 
by its synthetic manufacture in large, clear masses. 
He will also have heard of it as the mineral inclu- 
sion responsible for the stars in rubies and sap- 
phires. 

Rutilated quartz is one of the great enigmas of 
mineralogy. It has long been used in jewelry, for 
it was found in Switzerland, and in an earlier, more 
romantic age, was christened “fleches d’amour” 
(arrows of love) and “Venus Hair stone.” The 
stones are colorless, cabochon or slab-cut, bits of 
rock crystal, shot with slender golden needles of 
rutile. They are not especially pretty; it was prob- 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1961 

















@ available in 

@ blue stars 

@ red stars 

@ white stars 

@ black stars 

@ and Linde synthetic 
faceted emeralds. 


“LINDE STARS" 
AVAILABLE FROM THESE 
LEADING MFRS. 


New York City — R. 
Abrahams — S. Abraham- 
son — Alsan Mfg.— Baden 
& Foss — Beckerman & 
Lerner — Belenky 8ros. 
— A. Bogosian — . 
Boner Co. — J. tL. 
Brandt — Bridal Ring Co.., 
Inc. — Jacob Cohen & 
Sons — Crest Jewelry — 
|. Drcizen — Feature Ring 
Co. — J. & H. Flyer — 
M. Fiyer's Viroy m= — 
H. Freeman — Gle 
Borry — M. L. pe - 
Goldstein-Gerson — Jos- 
eph Gross — M. Kaplan 
& Sons—Karlan & Bleicher 
—Kaspar & Esh, Inc. —Da- 
vid Karp. Co. — Kimberly 
Gem Co.—J. Kirsch Co.— 
Knight Mfg. Co.—Charles 
Koppe! — Lohengrin Ring 
Co. — Melart Co. — Mel- 
don Jewelry Co—P & S 
Creations — Padrusch 
Bros. — S. Platzer Co. — 
K. Polishook & Son Corp. 
— Morris Rubin — S & M 
ge ry Co. — David Sar- 
in — Wm. Schneider — 
Mort s Schapiro — Barnett 
Shorr Inc. — M. & N. Sil- 
vers — Skalet Mfg. Co. — 
Square Deal Jewelry—The 
Irvring Co. 
Chicago — The Ball Co. 
C. Becken, Jr. — Emil 
tee & Sons — Chicago 
Diamond Brokers — B. 
Leader — Lossou & 
Kramer — Nathan & Berg 
— Harry Rotter — Wal- 
tham Watch Co — 
Henry Mayer Co., Inc. 
Indianapolis — Goodman 


°. 
pomemere — L. G. Balfour 


Oo. 
St. Louis — Kinsley & Sons 
Newark — Church & Co. 
—F. & F. Felger—Jabel 
Ring — Jones & Wood- 
land—Lorter & Sons 

Buffalo — Benstock Ring 
Co. — The Bernard Co. 
— Block Ring Co. — The 
Bock Lewis Co. — Clark 
Ring — M. A. Reich Co. 
Star Ring Mfg. Co. — 8B 
Tannenbaum & Co. 

Cincinnati — |. B. Good- 
man Co. — The Victor Co. 
re Mfg. 


O. 
Philadelphia — Jules C. 
Abercauph — 8B. F. Bro- 
gan — S. Lesse & Sons — 
E. Tinkleman 
Pittsburgh—J. B. Bernstein 
—— The House of Kraus 
Providence — Bojar Co.— 
Dieges & Clust—Dollan & 
UIIOC 

Boston — Finn Bros. 
Owatonna — Josten Mfg. 


°. 
Denver—Poadler Inc. 


For further informa- 
tion on Linde Stars, 
retail selling aids, 
displays and full 
color sound film, 
Write to: 





ably the fortunate choice of name that sold them, 
plus, perhaps, the vogue for hair jewelry in the 19th 
Century. 

To the mineralogist they pose an interesting 
problem, like that of the chicken and the egg. It 
seems impossible that such slender needles of rutile 
could grow through an already-formed crystal of 
quartz, and that they must have filled the cavity 
before the quartz grew, to inclose them. 

The logical explanation fails on two counts. In 
the first place, cavities filled with cobwebby masses 
of rutile needles have never been found; it grows 
this way only within quartz. Secondly, when a ru- 
tilated quartz mass is split apart, one will sometimes 
see little whiskers of rutile projecting from the 
broken surface. They show that the rutile is not as 
tightly held by the quartz as it would seem, and 
that solutions can penetrate along the surfaces of 
the rutile needles, right to the growing tip. Ap- 
parently the rutile does eat its way right through 
the solid quartz. 

Other minerals may sometimes be seen in cut 
specimens of rock crystal. Black needles of tourma- 
line are probably next in frequency. Both of these 
inclusion-types of rock crystal are common among 
the tumble-polished “nuggets” now so common in 
western souvenir stands. They will be seen at- 
tached to key rings and offered as bracelet charms, 
cheap products now become profitable with the in- 


troduction of the easily applied, tight-holding, epoxy 
resin cements. 

Logically, the commonest quartz, ordinary milky 
quartz, should also be considered a phase of rock 
crystal. It is pure quartz that would be colorless 
and glass clear were it not so filled with flaws and 
bubbles. Milky quartz crystals are usually not so 
well developed and are not common as specimens; 
regular readers will recall that it is the free-grow- 
ing crystals, standing erect in a cavity, that tend to 
become clear and gemmy. So most milky quartz 
becomes, as in Hot Springs, rock crystal at the 
terminations. 

Solid “bull” or vein quartz is the typical milky 
quartz. Its only interest for the jeweler is when it 
happens to be the matrix or gangue of a gold 
quartz vein. In most vein mines, the gold is em- 
bedded in milky quartz matrix. In the West one 
often sees polished specimens of such gold-quartz 
“picture rock” (“it’s purty as a pitcher’) mounted 
in jewelry. Most are heirlooms, souvenirs of the 
start of the family fortune, and few are being cut 
today. (Some are though; a lapidary in Idar re- 
cently had a third repeat order from an Alaskan 
jewelry firm.) “Picture rock” is, regrettably, almost 
a thing of the past. An ounce of gold distributed in 
a ton of ore would make a very rich deposit today, 
vet if it were spread through the ton, how much 
gold would be seen in a small specimen? i em 





CADMAN-KIEFER 
EXPANDRO WATCHBANDS 


Expandro has a com- 
oletely smooth band. 
it is stronger and 
more comfortable 
than any watchband 
on the market. 


Full mark-up "Expandros" are always sold at 
suggested retail prices. You will NEVER be 
undersold. Push “Expandros" for FULL profit 
and good will. Kiefer patents protect you 
against cheap imitations. Stainless steel $3.95 
to $6.95. RGP and GF $5.95 to $11.95. Avail- 
able through selected wholesalers. 
(Patent Nos.—2,561,381 and 2,651,909) 


cadman MANUFACTURING COMPANY 


2038 N. Telegraph Road Dearborn 7, Michigan 


Exclusive U.S. and Canadian Distributors 
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NEW, golden-hued 


ST wer Just about 


*a bonded protectant that keeps 
this distinctive table service bright 


and sparkling through hundreds of times | ALS a item is 


in use ... without polishing! 


NOW AVAILABLE FROM THE FOLLOWING ; 
AUTHORIZED DISTRIBUTORS easier to sell 


H. P. Johnson Company, Inc. 
213 West Wisconsin Avenue 
Milwaukee 3. Wisconsin 


\\ oodstock-Hoeffer Watch & Jewelry Co. | ; . 
18 East llth Street 


Kansas City 6, Missouri 

P. Mahne Silver Co. 
Arcade Building 
ul 1, Missouri 


* 
J. H. Gross & Co 
sito Rival Soe ales 


Cleveland 15, 


The Gorenflo Company, Inc. 
1940 East Jefferson Avenue 
Detroit 7, Michigan 





Harry Greenwold, Wallenstein-Mayer Co. 
: East 4th Street 
Cincinnati 2, Ohfo 


I. Alberts’ Sons, Inc. 
27 Needham Street 
Newton Highlands 61, Massachusetts 


S-K-L, Company, Inc MONARCH 


15 West 47th Street 


New York, New York Ss ° 
_ Price-Marking 


A. C. Becken Co. 335 185 
10 South Wabash Avenue 
Chiceee 90. Tninots Speeds Sales $1.98 


egg og | Clean, legible, Monarch price-marking informs, 
Minneapolis 3, Minnesota impresses, answers questions, speeds buying de- 


cisions. Carries your store name and prestige on 


Baldwin-Miller Co. , , , ; 
238 South Meridian Street every ticket. Does away with the price mistakes 
inn slic oF Y f - « - 
REISER SIS <5, LAER caused by smudged, crowded, pen or pencil 
The Ball Company price-marking. 

2121 South Flower Street ‘ “p, 9 7 2 ; 
pomp tg ge mare Monarch “Pathfinder” price-marks String Tags, 
Jewelry Tags and Senso (pressure-sensitive ) 


New Jersey Jewelers _ Labels that stick to curved or flat surfaces 
260-264 Washington Street : : m 
Newark 2, New Jersey without moistening. 
Edward Blefant & Company 
657 Mission Street 
Suite 203 
San Francisco 5, California 





70 YEARS oF 
Butterfield Brothers 
Loyalty Building 
Portland, Oregon 
Western Supply Co., Inc. 
435 West 4th South 
Salt Lake City, Utah , : 
Fill out and mail 
aoe . ’ coupon for information ay | 
Dirilyte is a solid metal, golden colored Ete: ot 
throughout .. . lifetime lasting . . . tastefully 5 
sculptured in smart patterns to compliment any MONARCH 
decor. With the trend to color, the accent on MARKING SYSTEM COMPANY 
gold in today’s fabrics and furnishings, new 216 South Torrence St. © Dayton 3, Ohio pers 
Dirilyte with BP is the wanted table service bai aii Aid aa alta - deci 
° . r o 
that will create sales in your store. . C6 Mccaren FEmEEee gree-merting 
machine; also sample Monarch tickets, tags, and labels. 


ee 


DIRILYTE COMPANY OF AMERICA, INC. soeaen 














Kokomo, Indiana 
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Executor’s Public Auction 


VALUABLE 
DIAMONDS 


AND 


JEWELRY 


The Collection Of The Late 


ISADORE NEMIROFSKY 
102 S. Sth St., Philadelphia, Pa. 


AT ABSOLUTE 
AUCTION 


By Order Of The Executors 


Samuel Gorson, Esq. and Harry Neff 


Wed., Thurs., and Fri., Nov. 8, 9, 10 


At 11 A.M. and 1:30 P.M. 
In Our Fifth Floor Gallery 


Sale includes: An Outstanding Stock Of 
Diamond Mounted Jewelry, Solitaire 
Rings From 1 to 10 Carats, Hamilton 
Diamond Wrist Watches, Brooches. Dia- 
mond Bracelets, Circle and Bowknot 
Brooches, Wedding Bands, Also Very 
Choice Platinum and Gold Jewelry, 
Loose Diamonds. 


Exhibition: Friday, Nov. 3. 
Monday and Tuesday Nov. 6 and 7, 
from 10:00 A.M. to 4:30 P.M. 


WRITE FOR CATALOGUE 


SAMUEL T. FREEMAN & CO. 


AUCTIONEERS 
1808 Chestnut St., Phila. 3, Pa. 











FEDERAL EXCISE TAX 
(continued from page 66) 


to tax based on a proper retail price stated 
separately from the total price of the repair 
or remodeling job. This would apply whether 
you purchased the article as a finding or fash- 
ioned it yourself. 

It is important that your records of jewelry 
repairs be detailed and that the articles or com- 
ponents used be itemized. As an example: If 
a job requires a shank repair, note whether it 
is an untaxable partial shank or a taxable full 
shank, a repointing of prongs or a new setting 
head or box, ete. Internal Revenue Service 
auditors can be expected to examine carefully 
all of your major jewelry repair records. If 
your records are complete and detailed, it will 
eliminate possible deficiency tax assessments on 
repairs that may be questioned because of in- 
adequate records. 

If your repairs are handled by a trade shop, 
see that each job returned is properly item- 
ized, indicating whether articles used are tax- 
able. If a trade shop charges you for a “‘shank,”’ 
it will be taxable as a full shank even though 
it was only a partial shank and not subject to 
tax. Lack of vigilance and records in handling 
your repairs can be very troublesome and 
costly. 


Jewelry Remodeling 


A new article of jewelry made from metal 
furnished by your customer is not subject to 
tax. You may also add additional precious 
metal without incurring tax liability. How- 
ever, if you make a mounting or other article, 
that would be taxable if sold separately, en- 
tirely from metal furnished by you, the tax 
applies to that portion of the amount charged 
for the job that is applicable to such taxable 
parts. For example: Your customer wants a 
brooch made from her old bracelet. In re- 
modeling you use setting boxes, a pin, joint 
and catch, purchased or made by you and not 
containing any metal furnished by your cus- 
tomer. Such articles are subject to tax based 
on a proper proportion of the price charged 
including the labor for making such parts. 
All listed stones supplied by you would also be 
taxable. 

If you furnish all metal for the new article 
to be made, giving your customer credit for 
the metal in her old mounting, you have made 
a trade-in transaction and the entire price 
charged is subject to tax before deducting the 
allowance. 

If you sell a new mounting and bill your cus- 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1961 





tomer separately for the labor of setting her 
stones, the setting charge is not subject to tax. 


Auction Sales 


In general, sales at auction are sales at retail 
and are taxable. In the case of a sale held at 
an individual’s home, there is an exemption 
on the first $100 of jewelry sales ordinarily 
subject to the retail excise tax. 


Charge Sales 


All sales of taxable articles made on regular 
charge accounts without title retention are the 
same as cash sales for the purposes of the 
excise tax, and the tax becomes due at the 
time of sale regardless of whether any payment 
is made. No tax credit is allowed on any un- 
collectable amount on charge sales. 


Discount Sales 


The tax is applicable only to the net price 
for which an article is sold after deduction of 
any discount. The use of a “gift certificate” 
offering special discounts or credits, such as 
is sometimes used in sales promotion, is con- 
sidered a discount for purposes of the tax. 


Investment Sales 


Sales of listed stones, articles of jewelry or 
other articles subject to the tax for the pur- 
pose of investment are sales at retail and are 
subject to tax. 


Lay-aways 


On usual lay-aways, where the purchaser 
does not have the right of possession of the 
merchandise until paid for in full, the tax be- 
comes due on delivery. 

Where the merchandise is laid-away and the 
purchaser has the right of possession before 
payment in full, tax on the full purchase price 
becomes due at the time of sale. 


Leases 


Lease of articles subject to the excise tax 
is considered the same as a “sale,” and charges 
for such lease or rental are subject to tax. This 
would include rentals of coffee and tea serv- 
ices, punch bowls, champagne or punch foun- 
tains occasionally rented by jewelers. 


Prizes, Premiums and Awards 


Under Internal Revenue Service ruling, sales 
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COLORFUL CONTRASTS! 


Colored gems of peerless 
quality provide contrast 
to diamond highlights in 
these bracelets, pins and 
guard rings. Ask us to 
consign a selection of 
combination-stones jew- 
elry for your review. Our 
collection is matchless! 


Juergen ¢ Andersen La 


55 EAST WASHINGTON STREET, 
CHICAGO 2, ILLINOIS 








made for the purpose of prizes, premiums and 
awards by a retailer are sales at retail and are 
subject to the excise tax. Such sales made by 
a bona fide wholesaler, jobber, manufacturer 
or distributor are considered wholesale sales 
and are exempt from the tax. 


OM OL OM 


Merchandise Obtained by Fraud 


Sales of merchandise obtained by fraud 
through the use of fictitious names, stolen or 
found charge plates or credit cards, forged 
credentials, bad checks, etc., are subject to the 
excise tax when the fraudulent purchaser takes 
possession of the merchandise. For the pur- 
pose of the excise tax law all formal aspects 
of a sale have been made upon the transfer of 
possession. 


A MODERN CLASSIC SCULPTURED IN 18 KARAT GOLD. | Replacement of Loss 


BUDGET TERMS TOO. : : ; 
If you should lose an article belonging to a 


customer and replace such article with a tax- 
able article, such replacement is subject to the 
excise tax based on a proper retail price. 


Retail Price 


THE TRAUB COMPANY e 1934 MCGRAW AVE., DETROIT 8, MICH. | In determining the retail price, for tax pur- 
poses, for which an article is sold, you must 
include any charge for coverings and contain- 
ers of whatever nature, and any charge inci- 
LOW COST — HIGH QUALITY | dent to placing the article in condition ready 
S T O & k : for delivery or shipment to your customer. This 
' includes charges for flannels, boxes, cases, 

b O X e S chests, wrappings, etc., when made at the time 
Available for Immediate Delivery of, or incident to, the sale of taxable articles. 




















Refund of Manufacturing Tax 


If you further process or manufacture, by 
adding precious metal or listed stones to ciga- 
rette lighters, pens, mechanical pencils or other 
articles on which the manufacturers tax has 
been paid, so that they become taxable at re- 
tail, you are entitled to a credit or refund of 
the manufacturers tax. Credit for such tax, 
without interest, can be taken on your next 


Covered with oftroctive aes ae i 
buff-colored domosk paper return (Form 720). 


Ask for “The J Line” featuring 


an extensive range of sizes per- : 
fect for jewelry and other small Reporting and Payment of Tax 


eg slg — ar oat The retail excise tax must be reported and 

THE jewelers cotton. paid on a calendar quarter basis. Your District 
SEND FOR OUR Director of Internal Revenue will mail to you 

CURRENT CATALOG : a preaddressed reporting Form 720, in dupli- 

ALOK BOX COMPANY cate, containing your identification number, 

_ prior to date for filing. If you are filing for 

523 MT. HOPE STREET, ATTLEBORO FALLS, MASS. _ the first time write to your District Director 
for an identification number and two copies of 





JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1961 











to enhance your reputation “ | “ : : Mf a 
as a quality jeweler — . Na, | 72 ‘hh a Apaihssis 


feature the leading 
cacao advertised brand 


- 


*, = €. ¥ SIMULATED PEARLS 
a # -* CULTIQUE SIMULATED PEARLS 


; A . 
VU ty w é CULTURED PEARLS 
A é 
AS es * BEAUTIFULLY GIFT PACKAGED 
¢ 


. 
sold thru . é , A MODERN CLASSIC SCULPTURED IN 18 KARAT GOLD 


jewelry 
BUDGET TERMS TOO. 
wholesalers 


<I, - : 
eo ; f A STRIKING ? 


THIS NEW EYE 


FREE TO ALL ORANGE 


write for catalogue 


PEARLS BY DELTAH INC., PAWTUCKET, RHODE ISLAND | gue emame company o 100 MCGRAW AE. SETROSET & MCN. 
Sales Office: 9 Rockefeller Plaza, N.Y.Cz i 
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oe 
e VS SOU 


A MODERN CLASSIC SCULPTURED IN 18 KARAT GOLD 


BUDGET TERMS TOO. 


A STRIKING NEW DESIGN FEATURED IN 
THIS NEW EYE-CATCHING MAT SERIES 


FREE TO ALL ORANGE BLOSSOM DEALERS 


THE TRAUB COMPANY e 1934 MCGRAW AVE., DETROIT 8, MICH. 


























A NEW CONCEPT IN TIME! 


TYMETER 


ELECTRIC NUMERAL CLOCKS 


ae acer ea 19.95 
iene: Gee. ..askcesscbeda 11.97 


INTRODUCTORY OFFER 


BUY 5 .. GET 1 FREE 


+900 BELVEDERE— A dignified, modern clock in carefully 
selected wood . . walnut, mahogany, or blonde. Gold plated bezel 
matches metal gold ball feet. Height 4!/", width 7!/2", depth 
31/2". Wt. 2%, Ibs . . . retail $19.95 plus applicable tax. 


25 other models from $9.95 to $100 
Write for full color Catalog and Price List 


PENNWOOD NUMECHRON CO. 
7249 FRANKSTOWN AVE. PITTSBURGH 8, PA. 








Form 720. A duplicate copy of your report 
must be made and kept in your files. The forms 
contain all pertinent information with regard 
to filing procedures. 

If your tax collections amount to more than 
$100 for any one month, except the last month 
in the quarter, you must make monthly de- 
posits in a Federal Reserve Bank or an author- 
ized local bank. 

The jewelry and luggage tax must be re- 
ported separately on your return. If you lump 
jewelry and luggage tax together and report 
it as only jewelry tax, you are guilty of a tech- 
nical violation for not reporting the luggage 
tax even though you have made an overpay- 
ment of the jewelry tax. 


Special Rulings 


Every effort has been made to include in this 
digest all pertinent published rulings and 
regulations but certain problems may arise that 
may not be fully covered by the published rul- 
ings or regulations. 

In instances where the applicability of the 
excise tax is in doubt, or you have a problem 
of procedure, you can make a request for a rul- 
ing to your District Director of Internal Reve- 
nue or direct to the Internal Revenue Service 
in Washington. Usually technicalities are in- 
volved in these requests and you may wish to 
have them handled by your accountant, legal 
counsel or other qualified person. 

If you do have a problem on the applicabil- 
ity of the tax or a procedural problem, of what- 
ever nature, request a ruling promptly. Do 
not wait until you are under audit by an In- 
ternal Revenue Service auditor. The Internal 
Revenue Service will not rule on your request 
while an audit is in process. The auditor, if he 
wishes, may request a ruling on a controversial 
point but is not required to do so. He can 
rely on his individual interpretation of the law 
and regulations. If you do not agree with his 
conclusions, you have the right of appeal to 
higher authorities. Zee 





Tax Guide Reprints Now Ready 


Bernard N. Burnstine is probably better 
qualified trian any other man to unscramble the 
intricacies of the Excise Tax as it applies to re- 
tail jewelers. The condensed wisdom of this and 
the two preceding articles on “Form 720” are 
available in handy booklet form from JC-K at 
$1 per copy. Mail checks to: Reader Service, 
Jewelers’ Circular-Keystone, 56th & Chestnut 
Sts., Philadelphia 39, Pa. 
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AMERICAN 
Nil 
np 


WHAT you need in diamonds 
WHEN you need it... 
at less-than-competitive prices! 


Tremendous stock of 
full-cuts: from 2 points 
to 4 carat. 


Only Racine offers the world’s greatest The color, size quantity 


variety of chronographs and timers to yea, 
meet all the needs of sports and indus- | 4 you want when you 
av -) want it. 


try. When you sell the profitable Racine 
line you can be sure to satisfy specific : : 
needs of your customers. Available from Credit terms best suited 
your local wholesaler. Write for cata- to your needs 


log of these Racine brands; Gaico, Gallet, 
Guinand, Security...famous since 1870. Uniformly high-quality 


diamonds at lowest 


Write or call pyr . 
het competitive prices. 


for more information — 
AMERICAN ISRAELI DIAMONDS, INC. 
609 Fifth Avenue New York 17, N.Y. 


NEW YORK « TEL AVIV PLaza 2-4422-3-4-5-6 ANTWERP + MONTREAL 
20 West 47 ST., N.Y.C. JUdson 2-0768 


Che ae | 
cm |! 





an irs Lan) Yee) TY ‘ . 
va HT 
[i ray : ' > 
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Introducing 
anew and 


PROVEN series of SPARKLERS 


See your wholesaler today and 
join the thousands of retailers 


already protiting from this 
terrific seller. 


Goidstein-Gerson co., inc. 
The House of Gishlails 130 WEST 46th STREET, NEW YORK, N. Y. 


The 
Cc FRANKFURT INTERNATIONAL FAIR 


Frankfurt, Germany 
February 18-22, 1962 


Beauty, craftsmanship, and precision describe the rich array of costume 
jewelry, semi-precious stones, watches, clocks, and giftware shown by 
exhibitors from thirty countries. 


iV} 


GERMAN RICAN CHAMBER OF COMMERCE 
666 Fifth Ave., New York 19, N.Y. 
JU 2-7788 




















ONE SET & STERLING ?— 
MANUFACTURER COMMENTS 


(continued from page 63) 


This is not in our best interests and not in the best 
interests of the consumer, either. The facts of life in 
regard to the use of tableware are somewhat contrary 
to Miss Kraft’s ideas. It is true that silverware takes on 
a patina that enhances its beauty. But if we were to fol- 
low Miss Kraft’s idea of throwing away storage chests 
and simply using a compartment container in which 
pieces are piled in after use at every meal, this wouldn't 
be quite in line with the kind of patina we have in mind. 

‘The handling of sterling does require care, even more 
than silverplate in some ways because it is a softer metal 
and the knives, for example, will dent if handled care- 
lessly. Careful, but not necessarily tender, care is needed 
for anything of beauty. 





STOP BABYING STERLING 


(continued from page 62) 


enduring day-by-day useful possibilities were point- 
ed out. 

You have to break down something you your- 
selves have built up: the idea that silver is so preci- 
ous it must be handled with kid gloves; that to spare 
it, you must use a substitute, such as stainless or 
plate for all but state occasions. This is like saying 
that you must own an Oldsmobile for going to 
church on Sunday and a Volkswagon for going to 
the supermarket! It is fine if you can afford both; 
but if you can only have one, why not the quality 
product? 

Encourage your customer to add to her service 
by giving her ideas for other uses for demitasse 
and iced tea spoons, butter spreaders, and the like. 
Let’s get the silver out of wraps and get it working! 

Women are quality conscious, want the best they 
can afford, and in gift buying would rather give a 
small amount of sterling silver than a lot of stain- 
less or plate. 

Do the women in your community find your store 
a source of inspiration for table setting ideas? If 
there is no one on your staff who is creative along 
these lines, copy the table settings you see in maga- 
zines for departmental and window displays. 


China, Glass Are Not Forever 

This brings us to the subject of china and glass. 
Unlike silver, this should not be sold as a lifetime 
proposition. China and glass are breakable, let’s 
face it! 

Very frequently the dull, safe, timid designs a 
girl chooses before her taste develops are quickly 
outgrown, so why not encourage a new bride to buy 
“high style?” Her glass and china, like her dresses, 
will then go from best to second best; and she will 
almost always be in the market for a new best. 

Encourage her to mix, not match. Then she does 
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‘| also take issue with Miss Kraft’s idea that women 
would rather buy a small amount of sterling than a lot 
of stainless or plate. That isn’t true with many people 
and the fact is that many women with, let’s say, only $10 
to spend will not buy much sterling because it doesn’t 
look like much. Rather, they will buy a much showier 
piece of plate because it looks like more. ... 

‘‘Miss Kraft compares table services to an Oldsmobile 
and a Volkswagen. | don’t think people buy two cars 
for that reason. Nor do they use them this way. She 
says that it’s fine if you can afford both, but if you can 
have only one, why not the quality product? Good enough, 
except that for a lot of people a Chevrolet is a quality 
product in line with their pocketbooks. And some people 
prefer to have a Chevrolet and a Volkswagen simply be- 
cause the husband has one to go to work and the wife 
needs one for her activities. I'd say that it’s trying 
to swim upstream to promote the idea of one set of 
silverware only, and that to be sterling.’’—A vice presi- 
dent. 





not need to add a service for 12 whenever she wants 
to give her table setting a new look. This will keep 
her buying more regularly. 

You are all concerned about that wave of new 
customers about to hit the market when the babies 
of post-second world war reach marriageable age. 

Consider their situation and their needs! First, 
by all indications they will be very young. Second, 
the majority will undoubtedly go into rental home 
units. They will be more migratory than their 
parents and live in several locations before buying 
or building their first house, which is another rea- 
son they can’t be bothered with more than one serv- 
ice. But I believe their homemaking instincts, their 
desire for roots and a nucleus of homemaking pos- 
sessions will be even stronger because of the transi- 
ent conditions under which they will begin their 


married life. i mm 


Beta Replaces Gamma 


The use of radium in the manufacture of luminous 
watch and clock dials may soon be a thing of the 
past. 

Though it does not consider radium painted dials 
“an important source of radiation,” the U. S. Public 
Health Service is encouraging the switch by manu- 
facturers to a new kind of luminous, radioactive 
paint containing tritium. 

A spokesman for the Atomic Energy Commission 
says that tritium is safer for use in luminous paint 
than radium. The former is a radio-isotope of 
hydrogen which emits only low-energy beta rays. 
These do not penetrate the skin. On the other hand, 
radium emits gamma rays which do penetrate the 
skin. 

The AEC has granted licenses to six American 
and Swiss companies to use the new luminous paint 
on watch and clock dials, including U. S. Radium 
Corp. and Luminous Products Corp. 
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Hottest Jewelers’ Items Today 
For Big-Volume New Business 
And Growing Replacement Sales! 


Order from your wholesaler, or direct, 
furnishing his name. Write for catalogue. 
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KESTENMAN BROS. MFG. CO. 
PROVIDENCE 3. RHODE ISLAND. U.S. A. 





UGK JEWEIERS’ 
REGIONS, iSSUE 








Antique Reproductions, 14K Gold 
with diamond Eyes. Also Available 
as charms. 


7S 
$18.00 


$23.00 $18.00 


$19.00 


$15.00 


PRICES KEYSTONE pom WRITE FOR BROCHURE 
STANLEY LEVIEN, Manufacturing Jewelers 


740 Sansom St. Philadelphia 6, Pa. WA 5-1055 
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r=-Necklace of 
“Orienta”’ Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


Serving America's Leading Jewelers since 1896 
65 Nassau St., New York 

















Wisiaae EVERY SECOND COUNTS... 


count on 
CLEBAR 
TECHNICAL WATCHES... 


a watch for every precision timing need 
each with a full one-year guarantee! 


g 5 : 
ccor = ANU. DP) cutzar 


CALENDAR eS” STOPWATCH 


CHRONOGRAPH LI 


Find out how you can cash in on this profitable stopwatch 
and chronograph market. Fill out and mail this coupon to: 


CLEBAR WATCH COMPANY 15 W. 44th St., New York 36, N. Y. 





FREE 

Rush full information, 
catalog and 
|. gielccsismionma. "ores 


| No obligation, of course, 
| : ” City zone State 
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BY BILL WAGNER 


Consumer@® 
Creclit QUETIES 


Does New York’s “Credit Card Law,” effective 
Jan. 1, 1962, apply to credit jewelry business? 

This legislation applies to credit cards and all 
credit-identification devices. The aim of the law 
is to provide protection against fraud for both 
credit-card holders and the issuers of such cards. 
The term, “Credit Card,” as used in the New York 
law, includes credit plates, charge plates, tokens, 
coins, etc., used for identification purposes in ob- 
taining credit. 

The only criticism directed at the legislation 
while it was before the New York legislature was 
that it would make the public (the taxpayers) 
assume unreasonable responsibility and expenses 
in connection with policing and protecting private 
business. The viewpoint of business was epitom- 
ized in the following comment: 

“We are living in a new age of credit. Liberal 
policies, intended to give maximum service to 
responsible people, are being subjected to abuses 
by a small, irresponsible minority. To keep pace 
with the times, it has been found necessary to 
enact new laws. This is nothing new. When 
bank checks were first promoted for wide use as 
a medium of exchange, state legislatures re- 
sponded to the abuse and the threats of fraud 
by enacting bad-check statutes. The New York 
so-called Credit Card Law may well become a 
model for other states.” 


Because of increasing optimism over the busi- 
ness outlook, especially for the last quarter of 
1961, will it be good policy for credit-selling jew- 
elry stores to follow a liberal course in extending 
credit to meet the rather fierce competition for 
consumer patronage? 

Leaders in the field of consumer credit have 
been warning for months and months against 
credit excesses. These recognized spokesmen on 
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consumer credit do not see anything ahead to 
make them change their position. A statement 
made early in 1961 by Joseph A. White, manager 
of credit sales, The Fair Stores, Chicago, still 
seems sound: 

“It is best to follow a policy which will not be 
so conservative that business will be stifled and 
impeded; nor will it be wise to be dominated by 
excess optimism which might lead to future 
financial embarrassments.” 


How does a revolving-credit account differ 
from add-ons to regular instalment accounts, and 
how can a revolving-credit plan be used to the 
best advantage by a jewelry store? 

Revolving credit has been called, and correctly 
so, a form of issuing letters of credit. In opening 
a revolving-credit charge account for an appli- 
cant, a merchant fixes the maximum which the 
customer may owe at any time. Monthly pay- 
ments are arranged, usually high enough to 
liquidate in six months the maximum credit 
agreed upon. 

When a payment is made on a revolving-credit 
debt, the customer immediately may buy up to 
his limit. Put it this way: If a $300 maximum 
credit is fixed, the customer always may owe $300. 

In actual practice, a fixed debt limit serves as 
little more than a guide post in the extension of 
credit. Experience has shown that abiding by a 
prearranged debt limit is unrealistic. 

After a customer opens a regular instalment 
account, moderate add-ons usually are permitted 
without any credit checking. The additional pur- 
chases are added to the customer’s total indebted- 
ness. Part of all routine payments is applied to 
the new indebtedness. If an add-on should mean 
a substantial increase in an instalment customer’s 
indebtedness, good business judgment would call 
for special attention to the account. 

Add-ons to instalment debts are not prear- 
ranged, as a rule. On the other hand, revolving- 
credit purchases, up to the fixed limit of credit, 
are authorized when a customer receives his 
“letter of credit.” 

Merchants use revolving credit to their best 
advantage when they check credit thoroughly be- 
fore an account is opened and if every account is 
kept under constant observation by the credit 
department. Title to goods sold on revolving 
credit passes from the seller to the buyer at the 
time of sale. In that respect, revolving-credit sales 
are the same as regular charge-account transac- 
tions. 

Jewelry stores have not adopted revolving 
credit to a great extent. That method of extend- 
ing credit, however, is popular with department 
stores and specialty shops. 
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IF YOUR STORE WAS FOUNDED 
PRIOR TO THAT YEAR THEN 
'T WOULD PAY YOU TO 
CONTACT US FOR THE ANSWERS 
TO MOST OF YOUR PROBLEMS 


Charles F. Crowley 


Associates 


Management Consultants 
and Sales Specialists to some 
of the nation’s finest jewelers 


NEW YORK 36, N. Y. 
PLAZA 7-6454 


550 FIFTH AVE. 











TABLE TOP FASHIONS 


Skillfully handcrafted, miniature Empire ciga- 
rette urns are handsomely gift packaged. Suit- 
able for small bouquets on table, with gold or 
platinum trim, 2% inch urns retail at $7.95. 
Lenox, Inc., Trenton, N. J. 


Eight of the 20-piece collection of new smoking 
accessories show the variety of color, textures 
and styles. They retail from $1.75 to about $6. 
From Fosteria Glass Co., Moundsville, W. Va. 


Platinum of the lines on the outer edge and 
inner rim is repeated on three stylized stars in 
new dinnerware pattern named “Polaris.” Re- 
tail for 5-piece place setting is $14.95. Syracuse 
China, Syracuse 1, N. Y. 
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“Gay Wings,” cook, bake ’n serve casual china, 
has floral motif of pink and green on solid pink 
sherbert background. $18.95 for 16-piece starter 
set: $49.95, 45-piece service for 8. Iroquois China 
Co., Syracuse 9, N. Y. 


Sterling mushroom salt and peppers have hand- 
applied transparent enamel tops in choice of 6 
colors, retailing for $18 a pair. Gilt-finished pil! 
box (12 colors) $7.50. Norwegian Silver, 290 
Madison Ave., New York. 


Sheffield silver post and serving ring holds 
heavy Val St. Lambert lead crystal cake plates. 
Measurements: 11% in. high; diameter of top 
8 in.; bottom, 11 in. Retail, $18. William Adams 
Inc., 208 Fifth Ave., New York. 
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Lunt would never leave her waiting... 


The service Lunt offers to the trade—service we believe to be unmatched 
in the industry—is composed of many things. 

We know that a bride’s sterling (like her groom) had best be there on 
time. We share the anxiety of a dealer as we hurry off an urgently 
needed anniversary order. We would be appalled if the proper Lunt cup 
did not arrive in time for a baby’s christening. 

This is typical of Lunt service—for we believe that the soundest basis 
for a sincere trade relationship is the conviction that our customers are 
the most important people in the world. (Last Christmas, for example, 
not a single order remained unshipped.) Small orders receive the same 
attention as large ones. Special services to the trade receive prompt 
attention. We will always expend that last ounce of effort to see that 


you are never left... waiting. 


LUNT SILVERSMITHS. GREENFIELD. MASSACHUSETTS 


Specialists in sterling only 
...only sterling at its best! 


STERLING 











SERVICE 


Spode 


THE INE ENGLISH 


DINNERWARE 


4 
J § 


° 1) Af, 
No matter the amount—no matter the tim- “WG 
ing—your orders will get the same wonder- 


working care and delivery from Spode! 


Gadroon 
Spode Impena: 


Ptisgaeed Bienheim ( Bone China) 
. 
> 


lesale distributors: COPELAND & THOMPSON, INC. 206 Firru Lee i oe 








FRANCONIA CHINA —“One of Euro pe’s Finest” 


La Marquise —Perfect Jewelers’ Pattern 


Regal dinnerware equal to the most stately and 
formal occasions. Border of Burnished Gold with 
engraved design, underlined by a band of Cobalt 
Blue. Pure White translucent china in graceful Louis 
XV Shape. 5 pc. Place Setting (with Footed Cup)|— 
$17.75 (slightly higher South & West) 

Write for leaflet of open-stock pieces & prices 


HERMAN C. KUPPER, INC., 39 W. 23rd St., N.Y. 10, NLY. 
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Oaar Place Ciel lace lime 


by Jerry Gewirtz, JC-K 
Fashion and Gifts Editor 


Put Holiday Giftwares 
Under the Spotlight Now 


® WITH SO MANY JEWELERS adding gift items along 
with china and glass, the likelihood is that some 
holiday display space will be allocated to a show of 
those gift products most suitable for Christmas 
emphasis. 

The well-selected products themselves this year 
are so colorful they can make up the window or in- 
store arrangement. But before deciding on what 
to highlight, it would be wise to restate some of the 
trends that predominate. 

Provincial and traditional in home furnishings 
continue importantly, with contemporary still the 
leader. Any yiftwares that fall into these style 
niches are suitable. Actually the new contemporary, 
as we have pointed out again and again, is flexible 
and versatile and can combine most happily with 
most periods. 

It would be well to remind the sales people, at 
least briefly, about what these terms mean. 

“Traditional” is most familiar. It is generally 
a style or pattern that is representative of a past 
trend. The New York Times recently described tra- 
ditional furniture as that which embraces classic 
European styles from the 17th Century on. Featured 
this year, the editors noted, is Regency, a neo- 
classic style of English furniture made in the early 
19th Century. 

“Provincial” is the name given to the furniture 
made by rural cabinet makers in the 17th and 18th 
Centuries. In this country it is called “Early 
American.” There are several European provincial 
styles, the most notable from France and Italy. 
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Manketa with the 
Stomp of Approval 


CHINA’ GLASS:-LAMPS-> 
SHADES - GIFTS - STATIONERY: 
DECORATIVE ACCESSORIES: 
OCCASIONAL FURNITURE 


FOR FURTHER INFORMATION ABOUT THESE SHOWS, 
PLEASE WRITE: 220 Fifth Avenue, New York 1, N. Y. 
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PHILADELPHIA 
GIFT SHOW 
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SELL MORE 
GIFT ITEMS 


with QUICK SERVICE 


MONOGRAMMING 


You can RENT a 
KINGSLEY for 21¢ a day 





Nationally acclaimed 


for durability. .. 
PLASTIC inall 


Decorator colors 


PARCHMENT 


plain or printed 


WITH LASTING POINT 


for SMOOTHER, CLEARER 





Newcomer to this category is the frankly romantic 
Bavarian provincial. 

The newest “Contemporary,” the Times noted, 
contains a subtle distillation of several design in- 
fluences, including architectural modern and Scan- 
dinavian styles. The result, the newspaper declared, 
is clean-lined, functional and comfortable. 

Dinnerware, glassware and gift items are closely 
interwoven in style with these trends in home 
furnishings. Most of us are familiar with the Tra- 
ditional and the Provincial. Any of the china or 
glass in these styles would make especially attrac- 
tive props for Thanksgiving or Christmas dinner. 
Even the most Traditional dinnerware pattern 
could be mixed with some of the very new Early 
American glass that is on the market and present 
a table (for display) that is as typically American 
as the turkey for the holiday. 

Contemporary lends itself especially for holiday 
merchandising because it is a warmer, richer, more 
easily adaptable style than some of the recent 
so-called ‘“‘Modern.” Lavishly grained wood, for 
example, important in furniture, is being used to 
make elegant serving trays, ashtrays, other serving 
pieces. 

Colors, too, in Contemporary patterns and gift 
items are richer than they have been. Red, vellow, 
purple and orange hues predominate, with gray 
notable in fabrics for furniture and designs for 
gifts. Even the most mundane oven-to-table cook- 
ware comes in these bright, fresh colors that make 
them decorative as well as functional. By virtue 
of their color and styling, they move from the 
housewares to the giftware department. 

The color and design gamut of giftwares, serving 
pieces lends itself perfectly to the festive air of the 
holiday seasons coming up. There’s a gay spirit to 
table tops, one that can be translated by the jeweler 
into a carnival for Christmas. 

Thanksgiving is a time for parties, as is Christ- 
mas. Gleaming serving dishes, glittering candle- 
holders, colorful dinnerware, sparkling stemware 
are natural props for holiday displays. They’re in 
the store. Let’s use them. 


ELLING Brochure: “The Diamond of Dinner- 

ware,” just published by the Syracuse China 
Corp., Syracuse 1, N. Y., gives a step by step ex- 
planation of how the customer can select china, 
looking for technical characteristics. It is written 
in an easy-to-read manner that will help the sales 
person as well as the prospective customer. 


gees in the News: Arthur Bryan, president 
of Josiah Wedgwood & Sons, Inc., of Ameri- 
ea, attended the annual design meeting at the 
Wedgwood factory in Barlaston, England. Purpose 
of the meeting was to select six new bone china and 
Queen’s ware patterns for 1962-63. 

Richard J. Myerson was named New England 
sales rep for the Iroquois China Co. of Syracuse, 
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it was announced this week by S. F. Cohen, vice- 
president. Mr. Myerson, pictured here, will act as 


direct representative for the Iroquois plant in the 
New England states. 

Grand prize winner in Royal Worcester’s Sell-and- 
Tell Contest boards BOAC jet flight which will 
take her to London, first stop on her grand-prize 
winning vacation to England and France. The win- 
ner, Mrs. Catherine M. Spinning of Atlanta (left), 


is the fashion coordinator for Claude S. Bennett, 
Inc., Atlanta. 

Miss Kansas in the 1961 Miss America pageant, 
and a bride-to-be, selected Denby stoneware’s Gour- 
met pattern as her informal dinnerware. She is 
shown with Mrs. Richard Trombla, bridal consul- 
tant of Trombla’s Jewelry, E] Dorado, Kan. 


=< 
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SAVE ON GIFT BOXES 
buy Now! 











SPECIAL OFFER! 
216 Boxes $43.50 


(3 Assortments 
l Shipment) FOB Aurora 


72 BOXES 
only $15.50 


FOB Aurora 


Buy direct from manufacturer, for dependable supply, uni- 
form quality, lower cost. This No. 33 assortment of nested 
fancy gift boxes is ideal for Gift and Art Wares of all 
kinds. Prompt delivery guaranteed. Order direct from this 
ad. Two or three each of the larger sizes .. . five to eight 
each of the smaller ones. 

Choice of 4 colors, silver scroll design, white (embossed), 
coppertone (ivory cover with copper base), or ivory enamel. 
Also furnished in assorted Xmas covering papers. Special 
offer order of 3 assortments may be ordered in “year round” 
and “Xmas” designs to take advantage of special price. 
Consists of 21 handy sizes from 3x3x83 to 12x12x8. 


SAVE MORE... ORDER 3 ASSORTMENTS! 


SAVE ON FREIGHT CHARGES—3 assortments weigh 93 
ibs. Ship for approximately same transportation charges 
as one. 


Write for illustrated catalog listing 24 other special 
assortments and hundreds of STOCK JEWELRY and GIFT 
BOXES. Available piain or imprinted, or in special designs. 


“THE PACKAGE IS PART OF THE PURCHASE” 


PICTORIAL PAPER PACKAGE CORPORATION 


232 S. Lake Street Aurora, Illinois 


USE THIS HANDY ORDER COUPON 


Peseseee ee ee ee eee ee ee ee Se eee eee eee eeee5 


Pictorial Paper Package Corp. 
Aurora, Illinois 


[] Please send Special 72 Gift Box Assortment No. 33. .$15.50 
[) Special offer 3 assortments (1 shipment) 
C[] Send illustrated Catalog of Complete Line 





[) Silver Scroll () White embossed ([() Copper 
[] Iwery (C) Xmas design 
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Color Choice 
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New as account executive in publicity is Judith 
Jankowitz Gura, it has been announced by Harold 
J. Siesel Co., Inc., New York. 


YRACUSE in the Air: “Evening Star,” award- 
winning design in Syracuse China has been 
introduced on American Airlines’ transcontinental 
luxury jet flights. The fine, vitrified china is in 
a coupe shape. American Airline stewardess, Gail 

















| \ 


Witham, demonstrates her role as hostess to Wil- 
liam C. Huber, manager of advertising and product 


design for the Commercial ware division of Syra- 
cuse China. 


ORTRAIT Premier: Prince, famous Santa Ger- 
trudis bull of Texas, has been made into an 
English bone china model by The Royal Worcester 
Porcelain Co. of England. Introduced at a special 
reception last month at Neiman Marcus Depart- 


+ ae" 


“ 


ment Store, the first 2 bulls were presented to King 
Ranch executive and president of the Santa Ger- 
trudis Breeding International. Doris Lindner is 
seen modeling the bull at the ranch. a8 & 








APACIEHG 


SILVERCLOTH! 


After you sell the silver, sell the wrap! 

You get extra profits with practically no 
extra effort! That’s because Pacific Silver- 
cloth is so well known. Your customers are 
pre-sold by Pacific’s national advertising. They 
know Pacific Silvercloth provides positive pro- 
tection against tarnishing. You see, tiny particles 
of silver are embedded in Pacific Silvercloth to 
trap the gases that dull precious silver. Tar- 
nishing just can’t happen! (© Brighten your 
sales picture with Pacific Silvercloth in 
wraps, rolls, bags, chests and by-the- 
yard! And use it to keep the silver 
in your shop gleaming, too! 


WAMSUTTA / PACIFIC INDUSTRIAL DIVISION, 1430 Broadway, New York 18, N. Y. 
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Briefly 


SALES OF ROUGH DIAMONDS SET NEW RECORDS IN THE THIRD QUARTER and for the first three 
quarters of this year, the Central Selling Organization in London reported. 
Combined sales of gem and industrial stones in the quarter ending Sept. 50 
amounted to $65,168,606, compared with $63,185,664 in the third quarter of 
1960. 


SALES FOR THE FIRST THREE QUARTERS totaled $194,095,079, up from the $185,- 
626,064 sold in the first nine months of last year. The previous high for this 
period was reached in 1959, when sales for the same period were $191,559,172. 
Separate sales figures for gem and industrial diamonds are no longer reported 
by the CSO. 


BALFOUR CO., IN DENYING FEDERAL TRADE COMMISSION CHARGES, of illegally 
restraining trade in the manufacturer, distribution and sale of school and 
fraternity jewelry, contends that the FIC gave "repeated assurances .. . 
during the past 37 years that .. . (Balfour's) .. . business practices were 
in conformity with the law. ..." 


ALLEGED EXECLUSIVE DEALING CONTRACTS AND OTHER PRACTICES cited in the FIC's 
complaint of June 16 were, the reSpondents claim, "the subject of numerous 
inquiries and investigations" by the FTC from 1926-61, when "at all times" the 
Commission found the sole official jeweler contracts did not violate the 
Federal Trade Commission Act. 


RETAIL JEWELRY STORE SALES IN AUGUST WERE 11 PER CENT LESS THAN IN AUGUST, 1960, the 
U.S. Department of Commerce reported. Based on data not adjusted for seasonal 
variations or trading day differences, the government figures show sales in 
August were 3 per cent better than in July of this year. For the first eight 
months of this year, sales were 10 ver cent behind the corresponding period of 
last year. 


HOW COMPANIES ARE DOING--Elgin National Watch Co. reported earnings of $419,354 for 
the first 28 weeks of the current fiscal year ending Sept. 10, up sharply from 
the $48,420 earned during the same period last year. Sales increased from 
about $17 million to $18.5 million. A 32 per cent sales rise was recorded in 
the second quarter just ended. This, plus improved operating efficiencies, 
brought the big boost in earnings, Elgin said. Watch sales are maintaining the 
pace anticipated and clock sales "are exceeding expectations." Elgin is dou- 
bling the production space of its Chatsworth, Cal., micronics plants to handle 
increased government orders, including more than $4 million in missile con- 
tracts announced last month. 


ZALE JEWELRY CO. REPORTED INCREASED SALES AND NET EARNINGS for the six months 
ended Sept. 30. Net sales of $25.9 million and earnings of $964,862 compared 
with $23.9 million in sales and $944,519 in earnings for the same period of 
last year. The 2ll-unit chain opened or acquired 19 new stores during the 
Six-month period, with six more outlets scheduled to open this year. 


GOLDEN SHIELD CORP. IS SEEKING TO EXPAND ITS PRODUCT LINE THROUGH ACQUISITION, it 
is reported. Negotiations for possible purchase by the Great Neck, N. Y., dis- 
tributors of branded merchandise are said to be in progress with "several 
major American companies." 


A STUDY OF RETAIL SALES TAX COLLECTION HAS BEEN PUBLISHED by the Bureau of Business 
Research, Ohio State University, Columbus, Ohio. The book, Retailers' Costs of 
sales Tax Collection in Ohio, shows the cost of collecting state retail taxes 


in six functional cost groups for each of eight kinds of retail businesses. 
The volume sells for $5. 


OF YELLOW AND BROWN DIAMONDS CAN BE CHANGED TO INCREASE THEIR VALUE, under a 
U.S. patent issued recently to a South African and two Englishmen. The in- 
ventors patented an irradiation process which, by rearranging the crystal 
Structure, dilutes the brown or yellow color sufficiently to increase the 
Stone's value considerably, it is claimed. Complete decoloration to pure white 
is "all but impossible," the inventors admit. 
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Diamonds in the Dime Store 





Watch out for some new competitors If 
fine jewelry clicks in variety store trial 


If you’re a jeweler, you've long 
used to battling discount 
houses, department stores, drug 
stores and even tobacco shops for 
“traditional” mer- 


been 


sales of your 
chandise. 

But this fall you may lose the 
sale of a diamond ring to an en- 
tirely new competitor in the Jewelry 
bailiwick: the 5¢ & 10¢ store! 

In rapid succession over the past 
six months six giants in this field 
have established fine jewelry de- 
partments in stores, as 
pilot programs. 

So far, this amounts to slightly 
more than 100 stores. Should the 
Christmas selling season prove 
their worth, look for a rapid ex- 
pansion among the bigger junior 
department stores operated by these 
chains. 


selected 


Upgrading in Progress 


The old _ five-and-dime — which 
now prefers the name variety store 

is in the midst of a merchandis- 
ing evolution. A general upgrading 
of its stock has been in progress 
for several years. 

“We just can’t make money on 
10¢ items anymore,” one store offi- 
cial explains, adding, “Other stores 
are selling our traditional merchan- 
dise—we had to start selling theirs 
to compete.” 

The higher-ticket policy means 
variety stores are expanding rather 
than substituting. The less expen- 
sive items are still there, along with 
such newcomers as storm windows, 
miniature sewing machines, phono- 
graphs (as high as $250), even 
gourmet foods. 

Similarly, the new fine jewelry 
departments do not replace costume 
jewelry sections. In most cases, the 
fine jewelry departments feature 
diamond engagement and wedding 
rings, pendants, watches, and 
charms, ranging in price from 
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TEEN AGE APPEAL: The sweetheart 
ring of two 14K white gold hearts 
joined by a single diamond and the 
matching pendant are examples of 
merchandise being stocked by variety 
store fine jewelry departments. The 
ring is priced at $12.95 and the 
pendant sells for $15.95. 


$9.95 to $99.50. 

Most of the test stores offer 
credit facilities for larger  pur- 
chases. Initial sales training for 
fine jewelry department personnel 
has been provided by the firms sup- 
plying the new merchandise. 

The 8. S. Kresge Co., operator of 
more than 400 stores, was the pio- 
neer. Charles L. O’Neil, the firm’s 
jewelry buyer, led a search among 
jewelry manufacturers to select a 
supplier, then concluded an agree- 
ment with the Pavilion Diamond 
Co., a division of Axel Bros. 

Kresge tested the idea initially 
in 25 mid-western stores, beginning 
in May. Departments were soon 
added in 28 more stores. 


Kresge Satisfied 


Arthur B. Fairbanks, who heads 
the firm’s public relations staff, said 
Kresge found the first six months’ 
results “satisfactory.” Further ex- 
pansion, he said, “depends on sales 
the last three months of this year.” 


Other firms following the pat- 
tern established by Kresge are 
J. J. Newberry, Neisner Bros., Inc., 
S. H. Kress Co., McCrory-McLel- 
lan-Green and F. W. Woolworth. 

The only large variety store chain 
queried which reported “‘no plans’ 
for establishing fine jewelry de- 
partments was G. C. Murphy Co. 


With the exception of Woolworth, 
Pavilion is supplying nearly all of 
the new departments with similar 
diamond merchandise. 

The Woolworth supplier is Winey 
Creations, a Philadelphia distribu- 
tor, primarily of costume jewelry, 


which has been supplying that 
chain for some time with their in- 
expensive lines. A new trade name, 
Jewelry King, Inc., was created for 
the fine jewelry line. 

Woolworth has been selling 14 
karat gold and sterling jewelry in 
six stores for about a year, but its 
first venture into diamond jewlery 
sales was just last month. 

This was at a sprawling, $30 mil- 
lion, ultra-modern shopping devel- 
opment called Cherry Hil!, which 
opened at Merchantville, N. J., near 
Philadelphia, Oct. 11. 

The unique, enclosed-mall center 
has attracted throngs of people 
since it opened its doors. More than 
26,500 were counted by noon of 
opening day alone. 


Four Stores Compete 


There, a prospective customer for 
a half-carat diamond engagement 
ring can shop at two jewelry stores 
or at Kresge’s newest jewelry de- 
partment, as well as at Woolworth’s 
first diamond counter. 

The two variety store units at 
Cherry Hill deserve closer atten- 
tion. Here the under $100 price 
limitation has been discarded. 

The Kresge store devotes 280 
square feet to its fine jewelry de- 
partment, with 50 lineal feet of 
counter space. The regular costume 
jewelry department covers 395 
square feet, with 54 lineal feet of 
counter space. 

There is no price limit at the 
fine jewelry department at Kresge’s 
Cherry Hill store. Although the 
stock is limited to the “up to $99” 
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merchandise of the chain’s other 
stores, the firm said it would make 
“every effort” to obtain a custom- 
er’s request for a special type of 
jewelry. (A _ retail jeweler leases 
this department. ) 

The store also offers name brand 
watches at prices 40 per cent off 
list, except Bulova, which is not 
discounted. Also stocked are Mon- 
teau and Waldan watches at $6.66, 
Timex, and a Carlisle 17-jewel for 
$19.95. 

A full-time watchmaker is em- 
ployed. A watch overhaul is of- 
fered at $5.55, with a one-year 
guarantee. 

Also displayed are Zippo and 
Ronson lighters; cultured pearl, 
birthstone, black onyx and signet 
rings; sterling silver and 14 karat 
gold charms; Westclox assortments 
and imported wall cuckoo and man- 
tel clocks. 

The Woolworth store at Cherry 
Hill carries jewelry as high as 
$149.50. A one-half carat diamond 
engagement ring in a Tiffany set- 
ting, described as “‘comparable to 
a ring selling elsewhere for $198, 
is offered at $99.95. 

In general, the Woolworth line 
has more higher-priced items than 
the stores supplied by Pavilion. 

For example: princess rings, 
“value $75.00,” for $34.95; cuff link 


’* 


& rd a 


JEWELERS 


sets, one with cultured pearl and 
14K gold, “value $95,” for $49.88, 
and another with sapphires set in 
14K gold, ‘‘value $150,” for $84.83; 
a scarab bracelet at $64.88; a cul- 
tured pear! necklace, two row, unl- 
form (7 mm-74%2 mm) with a cul- 
tured pearl and ruby catch, for 
$89.88; and a “genuine jade pin’”’ 
for $99.88 plus tax. 

The fine jewelry department is 
combined with the costume jewelry 
department at Woolworth’s. The 
better jewelry occupies two show- 
cases in the center of the depart- 
ment. 

Woolworth’s does not offer credit, 
but has a layaway plan available. 


Will Move Slowly 


J. O. Vann, jewelry buyer at 
Woolworth’s executive offices in 
New York, said the firm planned 
to “move slowly” in this field, with 
expansion to other stores depend- 
ing on the results achieved at 
Cherry Hill. The Woolworth chain 
operates more than 2000 stores. 

The S. H. Kress & Co. brought 
the first dime-store diamonds to 
New York with a splash last month. 

The 260-store chain opened Pa- 
vilion-supplied departments in their 
Fifth Ave. store and in a store on 
Fordham Road. A good response 
was reported at both locations. 


PAVILIO 


7 
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NO STRANGER TO DIAMONDS: Zsa Zsa Gabor, perhaps the nicest friend 
a diamond ever had, attracted plenty of publicity at the opening of a fine 
jewelry department at S. H. Kress & Co.’s Fifth Avenue store in New York. 
With Miss Gabor is Harvard N. Tigler of the agency which directed the adver- 
tising, sales promotion and public relations program. The Pavilion display case 
shown is provided for other variety stores chains also. 


The Fifth Avenue opening Oct. 
9 received nationwide publicity 
when glamorous Zsa Zsa Gabor 
showed up to do the ribbon-cutting. 
Also present were three girls from 
the Broadway musical Do Re Mi 
wearing banners’. proclaiming: 
“Now! Diamonds are EVERY 
Girl’s Best Friend.” 

Pavilion’s advertising agency, 
Rivkin-Tigler, created a set of col- 
orful sales promotion material for 
the opening, including counter dis- 
plays, window banners and gift 
cards and box inserts. 

Special instruction manuals for 
store managers and employee train- 
ing manuals were also devised. 

The promotion material features 
an engagement and wedding ring 
set at $19.95 and a pearl and dia- 
mond pendant and a friendship 
ring of two intertwined hearts at 
$9.95. 


Watches at List 

The Kress store also has watches 
such as Hamilton and Bulova, at 
list prices, and a Swiss watch not 
nationally advertised. 

The first chain to follow Kresge 
into the diamond jewelry field was 
J. J. Newberry. This firm opened 
its first such department last sum- 
mer, now has them in “about 50” 
of its 564 stores, with “‘very favor- 
able results thus far.” 

Newberry has been selling 14 
karat gold jewelry for about two 
vears, and has also had credit facil- 
ities available at key stores. 

Prices of its diamond jewelry 
start at $9.95 and in some stores 
go as high as $300. One Long Is- 
land store has sold several items 
in recent weeks priced at more than 
$100, a Newberry official reported. 

Neisner Bros. opened fine jewel- 
ry departments in three stores in 
September. A spokesman for the 
firm said it was too soon to tell 
whether they would prove success- 
ful. The chain has 171 stores. 

McCrory-McClellan-Green, a chain 
of 650 stores, opened its first fine 
jewelry department in Marlboro, 
Mass., Sept. 13. So far, it has 
“done very well.’”’ Departments at 
two other stores will be set up in 
time for Christmas business. 

3est sellers at the Marlboro store 
have been in the $39.95 to $59.95 
range. While credit is available, 
more sales have been for cash, the 
firm said. 





A retailer speaks his mind on watches— 
JC-K would like to have your opinion 


Sweeping changes in the pricing 
and advertising of nationally ad- 
vertised watches were proposed 
last month by Arthur R. Kirby, of 
Saunders & Son, which has three 
retail jewelry stores in Alexandria, 
Manassas and Quantico, Va. 

These changes, Kirby believes, 
would improve the ability of retail 
jewelry stores to sell watches in 
this era of discount-house competi- 
tion. 

Page four of the October issue 
of the RJA Bulletin, published by 
the Retail Jewelers of America, 
Ine., spells out five steps which 
Kirby says would strengthen jew- 
elry-store watch volume. 

Headed “‘What Can the Retail 
Jeweler Do to Recapture the Watch 
Market?,”’ the Bulletin page quoted 
Kirby’s ideas, and added: 

“We welcome further discussion 
of this issue. RJA wants to pro- 
vide a forum for an airing of views 
on these and other retail jewelers’ 
problems.” 

Here is the “Kirby Plan” as out- 
lined in the Bulletin: 

“The manufacturer’s prestige is 
tied directly to the prestige of the 
local jeweler. When the general 
public loses confidence in either one, 
both suffer. When a manufacturer 
continues to nationally advertise a 
price largely fictitious in the minds 
of the public, he isn’t adding to his 
prestige with the consumer. If the 
manufacturer’s advertising price 
were a true value in the public 
mind, pin lever movements would 
not be ‘just as good’ and their sale 


would not continue to rise. Be- 
lievable advertising at both the 
manufacturing and the retail level 
is necessary to win the confidence 
of the American public. 

“T believe that there is a solution 
to this problem and that both the 
manufacturers and many retail 
jewelers know what it is. Neither 
ef them is willing to accept it be- 
cause they both want their cake 
and want to eat it too. Present 
conditions will persist and probably 
become worse because both are un- 
willing to face the facts. 


The Five Points 

“In my opinion, the following is 
an obvious solution: 

“1. Abandon fair trade. Legisla- 
tors as well as the general public 
believe that these laws provide too 
much profit for both manufacturer 
and retailer. The discounter has 
and is proving this to be true. Non- 
compliance is general and wide- 
spread. It is no longer useful to 
the retailer and unenforceable to 
the manufacturer. 

“2. Reduce prices to historical 
markups. A 100 per cent markup, 
tax-included, on watches retailing 
for more than $35, with a slightly 
higher mark-up under $35 if con- 
sidered necessary in store operation. 

“3. Discontinue naming watches 
‘individual models] in advertising. 
... This means a return to selling 
watches, instead of price—selling a 
brand name and quality. The dis- 
counter sells price. The consumer 
will have to shop to prove a saving 


and the discounter can not use a 
|'model] name to prove his price. 

“4. Discontinue manufacturers’ 
price tags. While fair trade worked, 
the price tag was feasible. Today, 
it is another means of proving ‘sav- 
ings’ to the consumer. 

“5. If the manufacturer has an 
honest desire to control his market, 
use franchises. These contracts 
would be a two-way street. Without 
going into detail, they should be 
patterned along the lines used by 
some of the silver manufacturers. 

“We face a situation today where 
in a few more years watch distribu- 
tion may well fali under the con- 
trol of a few giant merchandisers. 
I mean to say nationally advertised 
brands. Time is of the essence, as I 
see it. The past must be reviewed 
to ascertain what has caused our 
predicament; the solution must be 
one that will preserve our business, 
and—if radical changes are neces- 
sary—we must accept them, even 
to the point of reducing our margin 
of profit. 

“T would do all right if I could 
regain 100 per cent of my 1940-4] 
watch sales even at 33 to 35 per 
cent profit, instead of a profit of 
40 to 110 per cent on the 25 per 
cent I sell. 

“If your watch business has 
fallen, run a few percentages.” 


A Straw Vote 


What do you think about Kirby’s 
suggestions ? Would the five changes 
he suggests really help jewelers 
sell more watches? 

Let’s hear your viewpoint. Vote 
“Yes” or “No” for each point in 
the “Kirby Plan’ on the accom- 
panving ballot. Write in your com- 
ments pro or con. Sign your name, 
if you wish. 
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YOUR STRAW VOTE ON THE 


No [] 


Abandon Fair Trade. Yes 


Check one. 


— 


What leads you to this conclusion? 


Reduce prices to historical markups Yes 


Check one. 


ad 


What percentage would you like to see as a mark-up for watches? 


In national advertising, discontinue giving names to individual models. 


Comment 


Discontinue manufacturers’ price tags. 


Comment 


Franchise watch distribution. 


Comment 


Sign your name, and store name if you wish to do so 


Tear out and mail your ballot to “Straw Vote—Watches,” c/o Jewelers’ Circular-Keystone, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


KIRBY PLAN PROPOSALS 
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Jewel Box chain poised for expansion, 
merges 46 stores into one corporation 


Seeking a more efficient opera- 
tion and a broad base for future 
expansion, stockholders of 46 
Jewel Box jewelry stores in the 
South have consolidated to form a 
single corporation. 

Ned W. Cohen of Greensboro, 
N. C., is chairman of the board of 
the new Jewel Box Stores Corp. 
Serving as president and a director 
is his son, Lawrence M. Cohen. 
About 60 per cent of the firm’s out- 


Lawrence M. Cohen 
president of Jewel Box Corp. 


standing stock is controlled by the 
Cohen family. 

The corporation employs some 
300 persons. Total sales volume of 
the 46 stores is more than $5.5 mil- 
lion annually. An additional 16 
Jewel Box stores will remain affil- 
iated with the new corporation, 
although not a part of it. 

Central offices have been estab- 
lished in downtown Greensboro, 
occupying the entire third floor of 
the Guilford Building. 


Includes Wholesale Operation 


Also parts of the new corporation 
are Ned W. Cohen, Inc., a whole- 
sale jewelry operation, and Adver- 
tising Services, Inc., which pro- 
vides a variety of advertising and 
sales promotion services. Both or- 
ganizations serve Jewel Box and 
affiliated stores. 

Announcement of the consolida- 
tion was made last month. The cor- 
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poration was formed with an issue 
of common stock to stockholders of 
the individual Jewel Box corpora- 
tions, distributed on the basis of a 
ratio reflecting the financial posi- 
tions of the separate firms. 

Prior to the consolidation, cen- 
tral ofices were maintained in four 
locations, with each office operat- 
ing a number of stores autono- 
mously. 

The single incorporation was ef- 
fected “‘to achieve a more efficient 
and profitable operation and a 
more stable organizational struc- 
ture,’ Lawrence M. Cohen said. 

Also, he said, this step “pools 
experienced management, gives us 
a broad organizational base on 
which to expand, and provides 
greater financial resources.” 

The consolidation also achieves 
other advantages, such as “a high 
degree of specialization and vol- 
ume purchasing,” Cohen added. 

Expansion moves contemplated 
for the future include the opening 
of new stores and the purchase of 
existing stores and jewelry chains 
with cash or stock. 


Opened First Store in ’22 


Ned W. Cohen opened his first 
Jewel Box store in Greensboro in 
1922. By 1941 there were 10 stores 
in the chain. After World War II, 
growth was rapid. By 1960, the 
organization numbered 56 stores. 

The 46 stores in the new corpo- 
ration are located in five Southern 
states, with the heaviest concen- 
tration in North Carolina and 
Virginia. 

The firm’s president, 34-year-old 
Lawrence M. Cohen, joined the 
organization’s wholesale office in 
New York after graduation from 
the University of North Carolina. 
After a year in New York, he be- 
gan organizing the Jewel Box 
stores into a more closely knit con- 
federation, aiming for more coop- 
eration in buying, promotion and 
advertising. This format was a 
forerunner of the current consoli- 
dation. 

Officers of the new firm have a 
combined total of more than 161 
years of experience with Jewel 


Bernstein Backer 


Box stores. Their average age is 
about 44. 

In addition to the two Cohens, 
the other officers are: Louis 
Green, 45, vice-president and sec- 
retary; Sidney J. Stern, Jr., 47, 
assistant secretary and general 
counsel; Milton Greenspon, 5l, 
vice-president and treasurer; Mar- 
tin M. Bernstein, 36, vice-presi- 
dent; and Richard I. Backer, 34, 
vice-president. All are directors. 

Backer is also marketing direc- 
tor and supervisor of the firm’s 
two stores in Winston Salem, N. C. 
Bernstein will supervise 14 stores; 
Greenspon, 12 stores, and Green, 
10 stores. William R. Pardue, 
Kingsport, Tenn., will supervise 
8 stores. 

Other officials of the firm in- 
clude Joseph W. Hutton, control- 
ler: John F. Mauldwin, accounting 
department office manager; Mar- 
vin A. Schaffer, advertising direc- 
tor; Joseph Strauss and William 
Thunberg, senior regional manag- 
ers; and Fred Smith, Philip Silver- 
stein, Carl Ingram, Bernard Bris- 
kin, Fred Button, James T. Davis, 
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Arthur Dennis, L. H. Black, Quin- 
ton Jackson, Abe Cooper and Joe 
McDaniel, regional managers. 
Founder Ned W. Cohen de- 
scribed the factor which has been 
most important in the success of 
the Jewel Box stores: the selection 
of experienced managers 
with executive ability, good judge- 
ment, ambition and the ability to 
think for themselves. All 
managers share in the profits of 
the store they operate, in addition 


store 
store 


to salary and cash bonuses. 

Group life insurance and hos- 
pitalization insurance are provided 
all associates at no cost. A profit 
sharing trust fund is being estab- 
lished for all employees. Also, a 
stock-purchase plan for store man- 
agers through payroll deductions 
is being made available. 


Denver watch promotion 
features fashion show 


Nearly 300 watches — accented 
by the latest fall apparel—will do 
their best to dazzle Denver society 
at a fashion luncheon this month. 

It’s all part of the special “‘con- 
centrated effort’ market promo- 
tion being staged by the Watch- 
makers of Switzerland in coopera- 
tion with jewelers in the greater 
Denver area. 

some 400 of 
citizens are invited to the affair at 
the Brown Palace Hotel, sponsored 
by the Colorado Society for Crip- 
pled Children and Adults. 

The watches will include a se- 
lection from local jewelers. The 
apparel, supplied by New York 
fashion houses, will be flown to 
Denver for the event. 

The two-week campaign, Nov. 
5-18, is the watchmakers’ second 
such single-market promotion this 
vear. Like the successful one con- 
ducted in Boston, the Denver event 
is aimed at developing maximum 
interest and 17-jewel 
Swiss watches, through an all-out 
program of advertising, merchan- 
dising and publicity. Similar pro- 
motions are planned for other U.S. 
cities this year and next. 

Another highlight of the Denver 
project is the donation by the 
Watchmakers of a Swiss flower 
clock to the city of Denver. 

An expense-paid week’s vacation 
to Mexico is being offered as first 
prize in a_ store-traffic contest. 


Denver’s leading 


sales of 
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Country of origin disclosure is disputed 
at FIC hearing on watchband trade rules 


Whether or not watchbands 
containing skeletons made abroad 
should be marked with their coun- 
try of origin was argued by in- 
dustry representatives at a Fed- 
eral Trade Commission hearing in 
New York Oct 4. 

The FTC conducted the hearing 
to elicit comment on 12 trade 
practice rules which the Commis- 
sion has proposed for the metallic 
watchband industry. 

The foreign origin argument 
developed during discussion on 
tule 4, which deals with decep- 
tion as to origin or place of man- 
ufacture. 

George R. Frankovich appear- 
ing on behalf of the Manufactur- 
ing Jewelers and Silversmiths of 
America Ine., said the MJ&SA 
strongly approves of mandatory 
marking of country of origin on 
bands containing foreign made 
skeletons, as well as on bands 
completely manufactured abroad. 

Opponents of this view argued 
that, although the skeleton com- 
prises a large portion of the bulk 
of a watchband, it is only a small 
part of the band’s value. 

In addition, the skeleton under- 
goes considerable processing in 
this country before the final 
watchband is produced, they said. 

These speakers, who represent- 
ed individual watchband compan- 
ies, felt that to require foreign 
origin disclosure on a band as- 
sembled in this country with an 
imported skeleton would thus be 
an unfair penalty. 





The hearing at the Biltmore 


Hotel was attended by about 30 
persons. Trade association officials 
there included P. Irving Grinberg, 
executive vice-chairman of the 
Jewelers Vigilance Committee, 
and Frankovich, who is executive 
secretary of the MJ&SA. 

Frankovich also presented the 
MJ&SA’s opinions of the rules 
dealing with metallic content and 
terms describing resistance to or 
protection against corrosion. 

In regard to the former, which 
is rule 2, Frankovich urged that 
the FTC require the disclosure of 
the use of base metal, as well 
as disclosure of the quality of 
the precious metal! used. 

The misuse of terms such as 
“corrosion proof,” “non -corro- 
sive,” “rust resistant,” etc., is 
covered under Rule 3. Here Frank- 
ovitch made these suggestions: 

The rule should be qualified by 
referring to “objectionable” cor- 
rosion and “normal conditions of 
use.”’ The materials which qualify 
as “corrosion proof,” ‘“non-cor- 
rosive” or “rust proof” then would 
be 10 karat gold or better, “In- 
conel” and Austenitic stainless 
steels. 

Bands which could be called 
“corrosion resistant” or “rust re- 
sistant” would then include those 
of chromium bearing stainless 
steels and anodized aluminum. 

The Association would prohibit 
the “proof” and “resistant” terms 
for bands containing parts of non- 
stainless steels, copper, brass, 
nicke] silver, non-anodized alumi- 
num or similar metals. 





A FLORAL CLOCK F 
the Watchmakers of Switzerland to the city of Denver has a 16-foot dial. The 
gift, a replica of a floral clock in Geneva, Switzerland, highlighted a two-week 
market promotion in the Mile-High City this month. 


presented by 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1961 





Amendment to stamping act hailed for its protection to public 


When Public Law 87-354—the 
amendment to the Federal Stamp- 
ing Act—was signed by President 
Kennedy Oct. 4, it capped a long 
battle led by the Jewelers Vig- 
ilance Committee and other in- 
dustry trade associations. 

The amendment requires that 
whenever an article of gold or 
silver is stamped with a quality 
mark, it must be accompanied 
by a trademark or the name of 
the producer or seller. 

First introduced in Congress 
in 1960, the measure finally won 
approval in this year’s session. 

The JVC hailed the passage of 
the legislation with justifiable 
pride. It should, the JVC said, 
“prove of benefit to reputable 
jewelers throughout the country 
as well as a protection to the 
buying public.” 

In the past, much of the gold 
and silver jewelry sold in the 
U.S., while perhaps bearing a 
quality mark such as “14K” or 
“Sterling,” failed to indicate the 


identity of the manufacturer. 
The JVC has frequently tested 


articles bearing a particular qual- 
ity mark and found them below 
the required standard for that 
mark. This was in violation of the 
Federal Stamping Act, but it was 
frequently impossible to trace the 
guilty party because of the lack of 
a trademark or other identification 
on the merchandise. 

This is the difficulty Congress 
hopes to correct with the new 
amendment. 

The legislation also contains 
an additional provision, specify- 
ing that if an article has two or 
more parts complete in them- 
selves, but not identical in quali- 
ty, all parts must be marked to 
indicate quality if any one part 
bears such a mark. 

The amendment becomes effec- 
tive Jan. 1, with an additional 
six months’ grace period provided 
before compliance is compulsory. 

The new amendment will make 
it necessary for some manufac- 
turers to adopt a trademark. 

The law requires the identifying 
mark to be “at least as large” as 
the quality mark or stamp, “and 
in a position as close as possible” 
to the quality mark. 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1961 








The Amendment as Passed by Congress 


AN ACT 


To facilitate the protection of 
consumers of articles of mer- 
chandise composed in whole or 
in part of gold or silver from 
fraudulent misrepresentation 
concerning the quality thereof, 
and for other purposes. 

Be it enacted by the Senate 
and House of Representatives of 
the United States of America in 
Congress assembled, That (a) 
section 4 of the Act entitled “An 
Act forbidding the importation, 
exportation, or carriage in in- 
terstate commerce of _ falsely 
stamped articles of merchandise 
made of gold or silver or their 
alloys, and for other purposes,” 
approved June 13, 1906 (34 Stat. 
260; 15 U.S.C. 294 et seq.), is 
amended by— 

(1) inserting therein, imme- 
diately after the section number 
“Sec. 4,” the subsection desig- 
nation “(a)’’; and 

(2) adding at the end thereof 
the following new subsection: 
“(b) Whenever any person, firm, 
corporation, or association, being 
a manufacturer or dealer subject 
to the first section of this Act— 

“(1) applies or causes to be 
applied to any article of mer- 
chandise intended for sale or cus- 
tomarily sold as a complete prod- 
uct to consumers in any State, 
by stamping, branding, engrav- 
ing, or otherwise, any quality 
mark or stamp indicating or pur- 
porting to indicate that such ar- 
ticle is made in whole or in part 
of gold or silver or of an alloy 
of either such metal; or 

““(2) imports into any State 
any such article of merchandise 
bearing any such quality mark or 
stamp which indicates or pur- 
ports to indicate that such arti- 
cle is made in whole or in part 
of gold or silver or of an alloy 
of either such metal, such per- 
son, firm, corporation, or asso- 
ciation, before depositing any 
such article manufactured or im- 
ported after six months after 
the effective date of this Act in 


the United States mails, or caus- 
ing such article to be so de- 
posited, for transmission there- 
by, or delivering such article or 
causing such article to be de- 
livered to any common carrier 
for transportation from one 
State to any other State, or 
transporting such article or 
causing such article to be trans- 
ported from one State to any 
other State, shall— 

“(A) apply or cause to be ap- 
plied to that article a trademark 
of such person, firm, corporation, 
or association duly registered or 
applied for within thirty days 
after an article bearing the 
trademark is placed in commerce 
or imported under the laws of 
the United States or the name 
of such person, firm, corpora- 
tion, or association; and 

“(B) if such article of mer- 
chandise is composed of two or 
more parts which are complete 
in themselves but which are not 
identical in quality, and any one 
of such parts bears such a qual- 
ity mark or stamp, apply or 
cause to be applied to each other 
yart of that article of merchan- 
dise a quality mark or stamp of 
like pattern and size disclosing 
the quality of that other part. 
Each identifying trademark or 
name applied to any article of 
merchandise in compliance with 
clause (A) of this section shall 
be applied to that article by the 
same means as that used in ap- 
plying the quality mark or stamp 
appearing thereon, in type or let- 
tering at least as large as that 
used in such quality mark or 
stamp, and in a position as close 
as possible to that quality mark 
or stamp. For the purposes of 
this subsection, the term ‘State’ 
includes the Commonwealth of 
Puerto Rico, the Virgin Islands, 
Guam, American Samoa, and the 
District of Columbia.” 

SEc. 2. The amendments made 
by this Act shall take effect on 
the first day of the third month 
beginning after the date of en- 
actment of this Act. 











State of the Jewelry Business 





Large, fine quality diamonds in strong demand in Europe, U. S. 


Diamond Imports — Fine goods 


IMPORTS of ch of, change were still hard to come by in Octo- 
—— /o - ber, both in the U. S. and Europe, 


Aug. from Aug. Jan.-Aug. from Jan.- 
1961 1960 1961 Aug. 1960 and were demanding good prices. 


WATCH MOVEMENTS (units) Trade sources were confident that 
0-1 jewel 622,762 +12.7 3,563,273 —9.3 business would remain brisk 
2-7 jewels 98,434 —3.4 629,903 —12.9 throughout the remainder of the 
8-15 jewels 4,169 +5.2 89,236 +230.6 year. 

16, 17 jewels 452,184 —7.1 3,404,824 —9.2 UNCUT: Carat volume in Au- 
over 17 jewels 482 —39.1 10,452 +11.6 gust declined substantially from 
all movements 1,178,031 +2.8 7,697,688 —8.8 the high levels of June and July 
DIAMONDS (253,633 and 275,074, respective- 
uncut, by carats 86,339 +34.3 1,542,119 +84.0 ly), although still one third higher 
uncut, by value $6,076,775 +14.0 $71,197,965 +26.6 than August, 1960. It was the first 
cut, by carats 69,229 +14.7 519,167 —5.0 
month in a year that carat volume 

’ ’ ’ . ’ ’ — 7 , 
Ronn seen puesnngeii — an a _ 28 dropped below 100,000 carats. Av- 
EARLS § $1,386,204 +428 $ ve erage carat value rose to $70.38, 
IMITATION STONES = $418,999 ener the highest since September, 1960. 


EXCISE TAXES % change wom | scmpuatan aaa 
ae ng ve “aa ee Pcp tinued to maintain the fairly 
AMOUNT COLLECTED steady level of recent months. For 
(ade ons) +0.9 the first eight months of this year, 
| , these imports averaged nearly 
VITAL STATISTICS % change % change 65,000 carats per month, with the 
3 —a —— ison wad monthly value averaging about 
ug. $6.1 million. 

MARRIAGES 155,000 +3.3 1,011,000 —0.1 Watch Movement Imports—Total 
BIRTHS 386,000 —3.3 2,837,000 ° movements imported in August 
FAILURES ie . beet were slightly ahead of August, 
aad reg 1960, as a result of a 12.7 per cent 
Sept. 1960 boost in imports of non- or one- 
CASH JEWELERS 4.25.5 jewel movements. This more than 
INSTALLMENT JEWELERS a? offset a decline in 16-17 jewel 
: movements. The latter category 
WATCH REPAIRERS (1960:0) failed to sustain its improved 
WHOLESALERS +5.9 snowing in July, when it regis- 
MANUFACTURERS tered an 11.2 per cent gain over 
; , the corresponding month of 1960. 
WHOLESALE JEWELERS ! DEPARTMENT STORE SALES For the January-August period, 
SALES : AUGUST 1961 both major categories are within 
| % change % change 10 per cent of the totals imported 

AUGUST 1961 } from from Jan.- in the same period last year. 
% change % change —_— PE og 1960 Aug. 1960 Vital Statistics—Births a ReneS 
lea en WATCHES an an declined in comparison with the 
Aug. 1960 July 1961 : SILVERWARE, same month of the previous year, 
CLOCKS 42 _3 the first such decline in the last 

SALES +10 +60 13 months. 


COSTUME 
INVENTORY +10 





JEWELRY Failures—Twenty retail cash jew- 
elers suffered financial enbarrass- 
METAL PRICES—MID-OCTOBER ments in September, the highest 
(troy ounce, large lots) number in any month this year ex- 
Mid-Oct. ines which had an equal 
SILVER Rcd % ooo Wholesale Sales—Sales by jewelry 
PLATINUM $82 00 wholesalers thus far this year are 
PALLADIUM $24 ain just 1 per cent behind the first 
IRIDIUM $75 me eight months of 1960, the smallest 
. decline among nine categories of 

durable goods wholesalers. 
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THE BEST OF STUDENT DESIGN: 
These three sterling silver hollow- 
ware pieces copped the _ highest 
awards in the 1961 Sterling Today 
Student Design Competition. The 
spherical candle holder at left won 
first prize. Runner-up was the curved 
vase, right. The free-form teapot, 
above, took the third award. 


Candle holder, vase and free-form teapot 
take honors in sterling design competition 


Winners of this year’s student 
design contest showed a new and 
individual approach to the styling 
of sterling hollowware, the Ster- 
ling Silversmiths Guild of America 
said last month in announcing re- 
sults of the corpetition. 

All of the prize-winning designs 
of the 1961 Sterling Today Student 
Design Competition, while display- 
ing “highly original conceptions of 
sterling silver,” indicated a trend 
toward modern elegance, the Guild 
said. 

The contest, now in its fifth 
year, is sponsored by the silver- 
smiths’ organization to encourage 
design students to create imagina- 
tive sterling silver hollowware. 

C. Robert Helms, a student at 
Pratt Institute, won $500 and a 
special presentation medal as the 
first prize award for his spherical 
candle holder. 

Another Pratt student, John G. 
Schumm, took the second prize of 
$250 and the Guild medal with his 
design of a curved vase. Michael 
P. Ribar, a student at the Cleve- 
land Institute of Art, designed a 
free-form teapot with an ebony 
handle, which won the $150 third 
prize. 

Honorable mentions went to 
Steve Gianakos, Pratt, for a three- 
part triangular combination fruit 
and candy dish; Irene Jerkovitz, 
Cleveland Institute, for a rounded 
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serving dish with cover; Daniel 
E. Buckley, Cleveland Institute, 
for a futuristic-looking sugar and 
creamer; and Peter’ Purpura, 
Pratt, for a modern three-spired 
candle holder. 

Judges were David R. Campbell, 
president of the American Crafts- 
men’s Council; John S. Griswold, 
Griswold, Heckel & Keiser Associ- 
ates, industrial designers; and 
Austin Homer, president of J. E. 
Caldwell & Co., Philadelphia. 

The seven top designs were ex- 
hibited at the Museum of Contem- 
porary Crafts in New York until 
Nov. 1. Next year they will be dis- 
played by retailers throughout the 
U. S. 


Diamond firm chairman, 
Sereno P. Davis, dies 


Long-time diamond mercha1.t 
Sereno P. Davis died Oct. 15 at the 
age of 67. He was board chairman 
of Kahn-Jacobson, Inc., well-known 
New York diamond importers. 

Davis started in the diamond 
business more than 50 years ago, 
at the age of 16, with Jacobson 
Bros. He became the owner and 
president of that firm upon the 
death of Henry Jacobson. 

In January, 1956, when L. & M. 
Kahn & Co. bought out the Jacob- 
son firm, Davis became chairman 
of Kahn-Jacobson. He remained ac- 


tive in the business until January 
of this vear, then became semi- 
retired. 

Davis was at one time treasurer 
and a board member of the Jewelry 
Industry Council and served on the 
board of the Diamond Manufac- 
turers and Importers Association 
of America for a number of years. 
He was also a member of the 24 
Karat Club of the City of New 
York. 

He is survived by his widow, 
Estelle Allen Davis. 


Jewelry imports rise 
in first half of 1961 


Japan continued to supply the 
largest share of U.S. imports of 
jewelry in the first six months of 
1961. 

According to figures released by 


the consumer durables division, 
business and defense services ad- 
ministration, U. S. Department of 
Commerce, imports from Japan in 
the first half of this year totaled 
$7.1 million. This is an increase 
of 32 per cent over the same period 
of 1960. 

Imports from Japan this year 
have accounted for 40.4 per cent 
of total imports. 

Total U. S. imports of jewelry 
and jewelry parts, beads, chains, 
watch bracelets and rosaries rose 
18.1 per cent in the first six months, 
amounting to $17,569,169. 

Largest increase of any of the 
import categories was registered by 
finished jewelry of metals other 
than gold or platinum, which 
jumped 50 per cent above the $5.7 


105 





million worth imported in the first 
half of 1960 to $8.6 million this 
year. 

It was this category, also, which 
saw the biggest boost in imports 
from Japan, rising from $3.5 mil- 
lion to more than $5.5 million. 

Beads accounted for nearly 30 
per cent of total jewelry imports 
this year. Their value of $5.1 mil- 
lion in January-June 1961 was a 
13.1 per cent increase over the 
1960 six-month figure of $4.5 mil- 
lion. 

Some categories of imports 
showed declines. Greatest decrease 
was in unfinished jewelry and parts 
of metal other than gold or silver, 
which dropped 45.4 per cent to 
$698,570. 


Huff named president 
of Jules Jurgensen 


Jules Jurgensen Corp. will add 12 
new sales representatives to booster 
the nationwide distribution of its 
watches, according to Victor Huff. 
newly-named president of the firm. 

Huff will continue as president 
of Louvic Watch Co., which he has 


Victor Huff 


takes over Jurgensen reins 


1938. He was with 
Jurgensen from 1927 to 1938. 

A program of national advertis- 
ing in prominent consumer publica- 
tions will be renewed for the Jules 
Jurgensen line, Huff said. Retail 
prices of the firm’s watches range 
from $100 to $5000. 

The House of Jurgensen was 
founded in Copenhagen in 1740. 
Preduction facilities were later es- 


headed since 





The Complete Line 
of Quality Billfolas! 


4A" 


These four sales-proven styles 
give you all you need to do a 
complete job in men’s Dill- 
folds — each with the famous 


Cameo quality craftsmanship 
and style features. New 
grains and soft mellow leath- 
ers in all popular colors, 
priced to retail at $3.95 to 


First with the amaz- 
ing Velcro closure — 
makes credential case 
fully adjustable! Closes 
snugly with from 4 
to 24 cards or photos. 


$15.00 with FULL MARK-UP! 
Smart women’s styles too, in- 
cluding new matched accesso- 
ries. Write for catalog TODAY! 


CLASSIC — Extra slim style with 
simplicity and good taste. 


VU-ALL 

Has patented 
Vu-All pass 
case. Puts 16 
cards or 
photos at 
user’s fin- 
gertips — no 
fumbling or 
searching. 


EXPANDEX 
Patented wide- 
opening billfold 
that holds twice 
the usual amount 
of bills and papers, 
yet folds flat and 
neat. 


Fine leather goods 
since 1904 


The Springfield Leather 
Products Company 
SPRINGFIELD, OHIO 





tablished in LeLocle, Switzerland. 
The firm is the second oldest watch 
company there. 

The firm’s products, which have 
won 32 international awards for 
precision and design, are distrib- 
uted on a franchise basis. 


MJ&SA urges increase 
in Virgin Island wages 


An increase in the minimum 
wage of the Virgin Islands to the 
level of the mainland has been 
urged on behalf of the jewelry 
manufacturing industry as a means 
“unfair competition” 
Island jewelry pro- 


of curbing 
from Virgin 
ducers. 

In a brief submitted to the U. S. 
Labor Department’s committee no. 
7, now reviewing wages in the is- 
land possession, the Manufacturing 
Jewelers and Silversmiths of Amer- 
ica Inc., asserted that “such an in- 
crease in wages would not in any 
way curtail employment in this seg- 
ment of the Virgin Islands because 
of the overriding advantage en- 
joyed by those companies from the 
duty-free importation of component 
parts and assemblies.”’ 

The Association noted that the 
competing firms there perform 
merely the simplest of assembly 
operations in order to skirt the 55 
per cent duty imposed on imported 
jewelry on the mainland. The Is- 
lands are a free port of entry and 
have a legal wage minimum of 65 
cents per hour, MJ&SA said. 

“All of the firms in question,” 
the brief stated, “are heavily en- 
gaged in importing beads and other 
parts of jewelry, or nearly finished 
watchband assemblies and end sec- 
tions from abroad. All sell substan- 
tially all of their products to sub- 
sidiary companies in New York. 
All enjoy a Virgin Islands tax ex- 
emption. All have an absurdly low 
fixed asset capitalization in the 
Virgin Islands.” 


Linthicum honored at 
defense appeal dinner 


Jewelry industry leaders and 
their friends gathered at a dinner 
at the St. Regis Hotel in New York 
last month to pay tribute to Royal 
C. Linthicum, of Winton Watch 
Co., on behalf of Joint Defense 
Appeal. 


Linthicum was cited for out- 
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standing service to industry and 
community endeavors in the cause 
of freedom and democracy. 

The dinner highlighted the in- 
dustry division’s annual drive for 
funds to support the human-rela- 
tions programs of JDA’s affiliated 
agencies, the American Jewish 
Committee and the Anti-Defama- 
tion League of B’nai B’rith. Joint 
Defense Appeal, the fund-raising 
organization for AJC and ADL, 
this year seeks a national total of 
$6,100,000 for support of programs 
designed to combat discriminatory 
practices. 


Michaels 


The industry division presented 
Irving Michaels, of Irving Michaels 
& Co., this year’s dinner chairman, 
with a medallion for his service to 
the JDA division. 


Linthicum 


Wimmer succeeds Lund 
as head of N.D. group 


Andrew Wimmer of Fargo was 
elected president of the North Da- 
kota Watchmakers and Jewelers 
Association during a meeting at 
Bismarck Sept. 10. 

Retiring President Don Lund of 
Bismarck had completed three 
years as head of the group. 

Adolph Bossert of Garrison was 
elected vice-president and Leon 
Halvorsen of Williston, secretary- 
treasurer. Dale Kaufmann of Graf- 
ton was named a director. 





NEW LOUIS TRAFFIC BUILDER FOR HOLIDAY PROFITS 


EXCEHRON 


ELECTRIC 
POWERED WATCH 


From the world famous Louis 
family of distinguished timepieces 
comes this marvel of the 
electronic age .. . the Exceltron. 

A real eye stopper and 
conversation starter that folks 
can't resist. Competitively priced 
for high profit margin, the 
Exceltron is an unusual value 

that practically sells itself. 


TINY TRANSISTOR BATTERY 
CHANGES IN SECONDS 
WITHOUT TOOLS 


EXCELTRON FEATURES 


Unique appeal that commands attention 


Nationally advertised 
Incabloc, shock resistant 


Anti-magnetic, 13 jewel movement 


Waterproof 


Power cell compartment sealed from movement 


Handsome, rugged, gold filled case with steel back 


e HERE ARE THREE FAVORITES FROM THE MORE THAN 200 STYLES OF NATIONALLY ADVERTISED LOUIS WATCHES. 


100% waterproof* 

_ tested and condensation 
a, proof. 17 jewel 
watch. Features a 

polished chrame 

top, luminous 

dots, sweep 

second hand, 

stainiess steel back 

and all steel 

expansion band. 

No. 102—Same as above 
in yellow, 10 microns 


No. 60 
Rugged and 
Economical 


A triumph of modern 
watchmaking skill all 
stainless steel, ultra 
thin, 100% waterproof* 
and condensation 


No. 64 
Automatic 


proof, self winding 

watch. Anti-magnetic 

shock resistant 

lifetime mainspring. 
Matching self adjustable 
expansion band. World 
famous Louis 25 jewel 
movement. No. 96—Same as 


A 100% waterproof* and 
SS condensation proof, 
a masterpiece of time 

with easy to read 

luminous dial and hands 

plus a sweep second hand. 

* Sturdy chrome top case with 
steel back. Louis 17 jewel 

‘ incabloc movement, shock 
resistant, lifetime mainspring. 

; Matching expansion band. 
Welcome gift for professional and 
sports minded women. 

No. 65—Same as above in 





above in yellow, 10 microns 


of 18K gold top 
of 18K gold top with steel back. 


with steel back. yellow 10 microns of 18K 


gold top with steel back. 





*Guaranteed as long as back is unopened and crystal and crown are intact. 


SYMBOL OF QUALITY AND VALUE FOR OVER 36 YEARS 


LOUIS WATCH PHONE: GE 3-9100 


co... Inc 
810 S. BROADWAY, HICKSVILLE, NEW YORK 
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INVENTORY HIGH? 
CASH LOW? 
LET US HELP YOU! 


If you want to run a cash-raising 
sale—or sell out your store for 
any reason—let us advise you 
without obligation! 

The RIGHT decision may mean 
thousands of extra dollars to you. 
Our 35 years of experience and reputa- 


tion is your assurance of greater safis- 
faction! 


Write - Wire * Phone Collect 


No Obligation + In Strictest Confidence 


BRILL & COLMES 
and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N.Y. 36, JU 6-2334 
Members Jewelers Board of Trade 
3 

















UG JEWEIERS’ 
DiRECIORY, iSSUE 


A Hand Crank of Palladium 





Florida jeweler develops unique fine art 
of sculpturing models in precious metals 


Millard A. Fillmore of Coral 
Gables, Fla., has a hobby that has 
grown directly from his vocation 
of manufacturing jeweler. 

Fillmore, a descendant of the 
13th President of the U. S., sculp- 
tures intricately realistic scale 
models and original designs, using 
yellow gold and white palladium 
set with precious gems. 

The work is time-consuming, for 
Fillmore likes to have his models 
complete in every detail. A tiny 
“Model T” Ford, for example, 
matches the 1913 mass-produced 
version down to the hand crank 
and spoke wheels. 

The jeweler spent 350 hours, 
over a year’s period, to produce 
the car model, which is 3% 
inches long, 1% inches wide and 
1°4 inches high. 

The little car weighs only about 
2% ounces due to the lightness of 
palladium. For this reason, palla- 
dium is excellent for jewelry mak- 
ing, Fillmore believes, particularly 
for large pieces such as bracelets 
and necklaces. 

Fillmore’s “Model T” is a con- 
vertible coupe. Its jeweled top 
folds down and the hood lifts up, 
revealing an engine and fan, also 
of palladium. 

Mounted on a flat piece of brown 
western agate, the auto model is 
adorned with nine diamonds, 14 
rubies and two yellow sapphires. 
The latter are used for headlight 
bulbs. He estimates the value of 
the model at $2600—far more than 
the price for which Henry Ford 
sold his full-size vehicles. 


1700 Hours of Hard Work 


Fillmore’s interest in early 
transportation methods led to a 
larger project, which he calls “A 
Jewel Study in Travel.” 

This is a work of gold, pal- 
ladium and jewels, valued at 
$5700, depicting five early Ameri- 
can modes of travel—another au- 


_ tomobile, a biplane, a stern-wheel- 


ed steamboat, a steam railroad 


| engine and a covered wagon with 
| two horses. 


These models, begun seven 


years ago, took 1700 hours to com- 
plete. They were handcrafted en- 
tirely from flat and round stock 
gold and palladium, without the 
use of castings. All parts are 
dove-tailed together. 

Ranging in size from 214 to 2% 
inches and weighing about 1% 
ounces each, the five models stand 
on a dise of black ebony, 10 inches 
in diameter. Adding to their glit- 
ter are 90 diamonds, rubies, sap- 
phires and opals. 

For his latest creation, Fillmore 
fashioned an _ original design, 
based on a religious theme. The 
metal sculpture is called “The 
Holy Spirit Descending on Earth 
Through Tongues of Fire.” 

This work consists of a jeweled 
dove and a gold globe, represent- 
ing the Biblical story of the Holy 
Spirit’s appearance at Christ's 
baptism. 


With 61 Diamonds, 50 Rubies 


The dove, measuring five inches 
across the wings, is set with 61 
diamonds, and the globe is set 
with 40 pearls. Eight strips of 
palladium containing 50 half-carat 
tear-drop rubies rise from it to 
represent the flames. 

This spectacular work took a 
year to make and is valued by 
Fillmore at $6000. 

The artisan, who started his 


dt 


Fillmore’s “Model T” 
for headlights, two sapphires 


own jewelry manufacturing busi- 
ness in 1953 after eight years with 
other jewelry houses, has found 
his hobby helpful in his business 
career. 

He has exhibited his work in 
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JEWEL STUDY IN TRAVEL: This five-piece display, valued at $5700, took 
1700 hours to create. It is crafted in gold and palladium with many gems. 


galleries and at gem shows and 
jewelry stores, and has lectured 
on the history of jewelry and its 
manufacture. 

Fillmore pointed out that both 
gold and palladium have excellent 
qualities of ductility and worka- 
bility for fashioning intricate 
parts. Palladium is a good setting 
for gems, he said, because its 
strength affords great security in 
holding the stones. 

He has found that the combi- 
nation of the two precious metals 
provides a variety of color for his 
art work, as in jewelry made of 
these materials. The whiteness of 
palladium, he feels, sets off the 
color of gem stones, enhancing 
their natural brilliance. 

Fillmore’s precious metals are 
supplied by Engelhard Industries, 
Inc., of Newark, N. J. Engelhard’s 
Baker setting division has _ spe- 
cialized in products and compo- 
nents for the manufacturing jew- 
eler for more than half a century. 


S. H. Clausin official, 
Harry E. Cotrill, dies 


Harry E. Cotrill, 59, who rose 
from messenger boy to vice-presi- 
dent of S. H. Clausin & Co., north- 
western wholesale jewelry firm, 
died Oct. 16. 

Cotrill joined the firm 45 years 
ago in its Spokane, Wash., office. 
After traveling the western terri- 
tory as a salesman, he managed 
the Spokane branch for many 
years. 

In 1945 he was transferred to 
the Minneapolis headquarters of 
the company. 

He is survived by his widow, 
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Louisa, one son, Harry E. Cotrill, 
Jr., a project engineer at California 
Institute of Technology, and a 
grandson. 

Memorial services were held at 
Aldersgate Methodist Church, Min- 
neapolis, 


Zale growth continues 
with four new stores 


Zale Jewelry Co. grew to 211 
stores last month with the addition 
of four more units, including the 
chain’s first in Los Angeles. 

The latter, opened in the La 
Mirada shopping center Oct. 15, is 
Zale’s 15th California store. 

The company’s 13th Oklahoma 
location opened Oct. 19 in the Cache 
Road shopping center in Lawton, 
Okla. Ross Nash is manager of this 
store, the second Zale’s in Lawton. 

The other two additions came 
through the purchase of Woods 
Jewelers’ two stores in downtown 
Wichita and Parklane, Kans. These 
two and another Zale store in the 
Wichita area will be named Zale- 
Woods Jewelers. 

The company also announced last 
month it had been awarded a spe- 
cial certificate by the United Share- 
holders of America. 

The certificate cites Zale’s for 
“Meritorious Achievement in the 
Field of Management-Shareholder 
Relationships” and for “Encourag- 
ing Participation in American Cor- 
porate Ownership.”’ 

Ben A. Lipshy, Zale president, 
who was also singled out for “Not- 
able Leadership in Association 
With His Confreres,” accepted the 
award at the company’s New York 
stockholders’ meeting. 





FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 
quantity, large or small—active, inactive, 
obsolete, new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 
calls for older sterling patterns 
that are no longer available. 

Will also buy diamonds—any size and 


quality—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman & Son 
Memphis Jewelers Since 1862 


113 MADISON AYE. ° MEMPHIS, TENN. 








worldwide 
distributors 


of 
LINDE” 
STARS 


**Linde’ Stars are the only syn- 
thetic star sapphires and star 
rubies produced under quality 
controls so rigid they match the 
perfection of natural star gems. 


CHARLES F. WINSON 
580 Fifth Ave., New York 36 « COlumbus 5-2656 
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Authentic college charms. 
Thousands of jewelers know 
of their steady and growing 
appeal, their quick and easy 
sales. Get in on this profit- 
able college seal charm mar- 
ket. Free displays, mats and 
selling kits. 


Send tor free rilustrate d 


catalog CLI. 





COLLEGE SEAL 


AND CREST COMPANY 
7 236 BROADWAY. CAMBRIDGE 39, MASS. 











SAVES ON 
INVENTORY 








e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of only 99 oo 
reductions. Time Payments 


Contact your wholesaler or 
write for literature to: 


new hermes 
154 West 14th Street, New York 11, N. Y. 





‘Tiffany’ film now at local theatres 
created unusual problems for Paramount 


A new motion picture usually 
arouses little professional interest 
on the part of the jewelry industry. 
But Breakfast at Tiffany’s, a recent 
Paramount release, introduces a 
motion picture “first” that may en- 
tice jewelers to see the film other 
than simply for entertainment. 

For the first time, 124-year-old 
Tiffany & Co. was invaded by the 
confusion and glamor of Holly- 
wood’s motion picture cameras. 

The film portrays the antics of 
Holly Golightly (Audrey Hepburn), 
author Truman Capote’s capricious 
New York playgirl, who chases “‘the 
mean reds, worse than the blues,” 
by standing on the sidewalk outside 
of Tiffany’s at dawn, nibbling a 
bun, sipping coffee and gazing at 
the gems in the windows. 

Paramount said a studio setting 
could not have done justice to the 
store’s main showroom, which is 
100 feet deep, 85 feet wide and 24 
feet high. This unobstructed ex- 
panse of the store was _ ideally 
suited for a photographic pano- 
rama of the jeweler’s art, including 
the Tiffany Diamond, which weighs 
128.51 metric carats and is valued 
at $544,500. 

The scenes at Tiffany’s include 
an amusing sequence. Holly and 
Paul Varjak (George Peppard), a 
voung writer who has fallen in love 
with her, have a Crackerjack ring; 
they want to have it engraved by 
the noted jewelry firm. 

Filming presented some unusual 
problems. A special squad of plain- 
clothesmen stood guard throughout 
the area to maintain security, and 
the motion picture firm assumed in- 
surance costs for the risks involved. 

Unusual care went into the dia- 
log, also. Walter Hoving, chairman 
of the board of Tiffany & Co., said 
that his company edited scenes and 
dialog within the store “to main- 
tain dignity.” 

ihe bulk of the shooting inside 
the store was done on two Sundays, 
with the regular sales staff in their 
customary positions behind the 
counters. Paramount footed the bill 
for paying “overtime” to Tiffany’s 
sales personnel. 

Although the gems pictured in 


BREAKFAST AT TIFFANY’S: Holly 
Golightly, played by Audrey Hepburn, 
munches a bun at dawn, while admir- 
ing the array of gems in one of Tif- 
fany’s show windows. 

the Tiffany sequences are the real 
thing, jewels worn by Miss Hep- 
burn during the picture are imita- 
tion. 


Jewelry Fashion Week 
draws mixed response 


The second National! 
Fashion Week, sponsored by the 
Fashion Coordination Institute 
Sept. 15-22, apparently scored a 
success in terms of publicity, but 
retail participation was “still dis- 
appointing.” 

Held for the first time last year, 
the promotion seeks to give jewel- 
ry a “more dramatic place in 
the fall fashion picture,” accord- 
ing to Charlotte Thompson, FCI di- 
rector. 

Retailer tie-in is spotty, Miss 
Thompson said, because funds are 
insufficient for the institute to con- 
tact all stores directly. Member 
manufacturer participation was 
stronger this year, she said. 

The fashion week received “ex- 
cellent” publicity support this 
year from newspapers, radio and 
TV networks. A Vogue magazine 
editorial feature highlighted pub- 
licity efforts, Miss Thompson re- 
ported. 

Buyer comments 


Jewelry 


ranged from 
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“favorable” to “disappointing” in 
nine large cities checked by Wom- 
en's Wear Daily. Successful cam- 
paigns were reported in Chicago 
and Cleveland, but the week drew 
a “lukewarm” response in New 
York, Washington, Boston and 
Atlanta, and was “virtually ig- 
nored” in Los Angeles and Dallas, 
the paper said. 


JIC supplies retailers 
with Christmas ad book 


A Christmas advertising port- 
folio containing suggestions for 
Christmas newspaper copy, art and 
layouts, letters, radio commercials 
and window display ideas has been 
distributed to retail members by 
the Jewelry Industry Council. 

Albert E. Haase, Council presi- 
dent, said the basic theme of the 
portfolio is that the jewelry store 
is headquarters for Christmas gifts 
for all age groups. 

In addition to the Christmas 
portfolio, the Council said it is 
again making available to jewelers 
and newspapers a ‘‘News-and-Pic- 
ture Service” for special jewelry 
sections in newspapers. 


Universal Escapement 
offers transistor clock 


Universal Escapement, Ltd.. 
manufacturer of “Ineabloc,” has 
announced the formation of a new 
corporation called Designtime, Inc. 

The new corporation was formed 
for the distribution of a new time- 


Transistor-Driven 
one of three models of new clock 


piece called “Secticon,” a _ tran- 
sistor-driven clock said to operate 
wo years on an ordinary flash- 
light battery. The firm said a com- 
plex mechanism adjusts to the 
variable output of the battery so 
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that accurate timekeeping is main- 
tained. The clock works, consist- 
ing of a transistorized motor, 
power adjustment device and the 
time mechanism, are contained in 
a plastic cube which can be re- 
moved. 

Both the regulator and hand- 
setting button are inside the case, 
since the firm said it need be set 
only when new and when the bat- 
tery is replaced. 


American Gem Society 
awards 32 new titles 


The American Gem Society last 
month announced the names of 11 
members who have been awarded 
the title of Certified Gemologist and 
21 who have been named a Regis- 
tered Jeweler. 

Darwin R. Neumeister, executive 
vice-president of Black, Starr & 
Gorham and president of AGS, said 
the new CG’s are: Ferd H. De- 
Gruyter, DeGruyter Jewelry, Spen- 
cer, W. Va.; Donald L. Schoenlein, 
Arn’s Jewelry Store, Portland, 
Ind.; Allen W. Aven, Allen W. 
Aven Jewelers, Memphis, Tenn.; 
Leo J. Weber, Gildemeister’s, San 
Antonio, Tex.; B. H. Baxter, Bax- 
ter’s, New Bern, N. C.; Richard 
Michaels, Michaels Jewelers, Water- 
bury, Conn.; William G. Under- 
wood, Underwood’s College Jewel- 
ers, Fayetteville, Ark.; Edward 
Injayan, Gleim the Jeweler, Palo 
Alto, Cal.; Oliver T. Lussier, B. D. 
Howes at Goldwater’s, Phoenix, 
Ariz.; Edmund T. Talbot, Fowlers, 
Inc.. Hamden, Conn.; and James 
Ian McAskill, Kinnear d’Esterre 
Jewellers, Kingston, Ontario, Can- 


ada. 


Eight Baltimore jewelers 
form cooperative guild 


Eight Baltimore area retail jew- 
elers, operating a total of 10 credit 
stores, have decided on unity and 
cooperation to meet common prob- 
lems. 

The eight jewelers have formed 
Quality Jewelers Guild, Inc., a 
Maryland corporation, to prove 
that working together can serve 
their individual interests. 

The group’s objectives were 
stated by David R. Lakein, the 
guild’s first president: 

“We will meet monthly to dis- 
cuss merchandising, advertising 


UGIX JEWELERS 
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Leading manufacturer and importer 
of custom designed trophies seeking 
men to carry line as Side Line. All 
accounts protected. Awards and tro- 
phies are not the usual type. Have 
more eye appeal for easier selling. 
Non-conflicting line permitted. Write, 
“Box 7042,"’ care of JC-K. 
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Attention Jewelers having 
Engraving Machines 
Engraving Materials for 
Signs, Trophies cut to size 
Fast Delivery 
Write for Price List 


Neves Plastics, 210 W. 29 St., New York 1 











EXCEPTIONAL OPPORTUNITY 
FOR RIGHT MAN 


One of the oldest and most reputable 
loose diamond houses has opening for a 
successful salesman. Territory adjustable 
to applicant's following. In reply, give 
full qualifications, age, family status, 
complete employment record, present 
earnings, and minimum drawing account 
desired. All replies guaranteed to be 
held in strict confidence. Address 77067, 
care of JC-K. 




















HIGH SCHOOL 


EXCLUSIVELY FOR 
RETAIL JEWELERS 


| FULL SCHOOL NAME 
h © AUTHENTIC COLORS 
e NO DIE CHARGE* 


*EXCEPT FIRST ORDER 72 PIECES 


KINNEY CO. 








123 STEWART ST. 
PROV. 3, R. I. 








We Specialize 
in Buying for 


CASH 


JEWELRY °* SILVER 
DIAMONDS 


from Jewelers and Estates — in 
any amount. Check is mailed same 
day that merchandise is received. 
Shipment is held 10 days intact, 
subject to your acceptance of our 
remittance. Our 45-year reputa- 
tion for integrity, excellent service 
and good prices is your assurance. 
References: Dun & Bradstreet; the 


Jewelers Board of Trade; and the Whit- 
ney National Bank, New Orleans 12, La. 


ANTIN’S 


Jewelers and Gift Counsellors 
308 Royal Street 
NEW ORLEANS 16, LA, 


Established 1916 

















Don’t overlook the demand 
for tarnish preventive 


PACIFIC SILVERCLOTH 


Wooden Chests—Drawer Pads 


Zipper Bags—Fiatware Rolls | 
EUREKA MANUFACTURING CO. . “ae. 
Since 1926 Taunton, Mass. a 
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and promotions, as well as mutual 
problems. We will exchange ideas 
and information. We will help one 
another with special merchandise. 
We will do some buying together 
when a quantity purchase will 
bring us the advantage of a better 
price.” 

Members are: Braun’s Jewelers, 
Burton’s Jewelers, David’s Jewel- 
ers, Essex Jewelers, Lakein’s Jew- 
elers, Jules for Jewelry, Park Jew- 
elers and Laurel Jewelers. 

Other officers are: Kennard 
Strauss, Park Jewelers, vice-presi- 
dent; Gerald Mazer, David’s Jew- 
elers, secretary; and Harry Holtz- 
man, Essex Jewelers, treasurer. 


Schwartz winds up year 
of Accutron symposia 


Bulova Watch Co.’s program to 
introduce its Accutron electronic 
timepiece to watchmakers at tech- 
nical symposia concludes this 
month with 13 sessions scheduled 
in nine states. 

By the end of November, Max 
Schwartz, director of technical 
service for the company, will have 
conducted 95 of the hour-and-a-half 
meetings. In the first nine months 
of the program more than 13,000 
watchmakers and jewelers heard 
Schwartz explain the new timepiece 
at 67 meetings. 

The firm’s international division 
is conducting similar sessions in 
foreign languages in 10 European 
and Far Eastern countries. 

In answering the two most fre- 
quent questions about Accutron, 
Schwartz assured his audiences 
that (1) no “bugs” have cropped 
up in the timepiece itself; and (2) 
watchmakers do not have to be- 
come electronic technicians to serv- 
ice it. 


‘Desmond’ to service 
former Granat accounts 


A new diamond distributing 
firm called “The House of Des- 
mond” has been established in 
Milwaukee, Wis. 

Desmond C. Smith, executive 
general sales manager for Granat 
Manufacturing Co., San Francisco, 
for many years, is president of the 
new firm. He said Granat Co.’s 
decision to discontinue wholesale 
operations provided an opportun- 
ity for the formation of a company 


Desmond Smith 
launches own diamond firm 


to service former Granat accounts. 

The firm will feature loose dia- 
monds, diamond rings, fine mount- 
ings, diamond pendants and a 
total weight program, Smith said. 

House of Desmond’s address is 
623 N. Second St., Milwaukee 3, 
Wis. 


Kittay & Blitz enter 


cultured pearl market 


Kittay & Blitz, Inc., of New 
York, has announced the formation 
of a cultured pearl division. The 
company said it expects to become 
one of the major factors in the 
industry. 

According to Saul Blitz, firm 
president, who recently returned 
from a survey trip to the Far East, 
the new cultured pear! division will 
be one of the largest direct import- 
export operations of its kind. Blitz 
stressed that the division, which 
will carry a wide assortment of cul- 
tured pearl items, plans to have 
large inventories and be “intensely 
competitive in service and prices.” 

Blitz pointed out that cultured 
pearl jewelry plays an ever-increas- 
ing part in the fashion picture. He 
said designers in the U. S., France 
and Italy have included pearls in 
accessory styling year after year, 
with the result that pearls are in 
vogue both here and abroad. 

The establishment of the pearl 
division coincides with the firm’s 
35th anniversary. 


Rocky Mountain RJA 


elects Ellis president 


Leland A. Ellis of Ellis Jewelry, 
Denver, has been elected president 
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of the Rocky Mountain Retail 
Jewelers Association. 

Other officers named by the Colo- 
rado association were: Vince 
Kelley, Canon City, vice-president: 
Allen Coomer, Denver, secretary- 
treasurer; and these directors: 
W. G. Every, Denver; Kurt 
Bresnitz, Aspen; Earl Johnson, 
Durango; Ted Applegate, Lamar; 
Dale Huchinson, Sterling; and R. J. 
McCauley, Loveland. 


New capsule insert 
makes ink from water 


Make ink from a glass of water? 

It sounds improbable, but the 
Parker Pen Co. says they have a 
new product that can do it. 

The introduction of the new de- 
velopment, a plastic “Instant Ink” 
capsule for the “61” model pen, 
coincided with the fifth anniver- 
sary of the introduction of the 
,arker “61.” 

Parker said to load the pen, 
place the capsule on the end of the 
capillary-filling ink reservoir and 
immerse in a glassful of water or 
under running tap or fountain 
water for about 30 seconds. 

The capsule contains a layer of 
ink concentrate between two lay- 
ers of sponge, the company ex- 
plained and as the water is ab- 
sorbed by capillary action, the 


New Parker 61 Attachment 
“instant ink” capsule at work 
ink concentrate is dissolved, pro- 
ducing a 5,000-word ink supply. 

The capsule is then discarded. 
Initially, Parker will market the 
‘apsules in blue or blue-black, 
colored to match the ink. They 
will be priced at three for 29¢. 
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Providence group elects 
Fleisig as president 


The Manufacturing Jewelers 
Sales Association, Inc., has elected 
Jackie Fleisig, manufacturers’ rep- 
resentative, president for 1961-62. 

The association of jewelry sales 
representatives from Providence- 
area firms named Lou M. Greene of 
Armet Manufacturing Co. vice- 
president. Frank Brown of Bazar 
Manufacturing Co. and Harry R. 
Auerbach of Ansul-Craft, Inc., 
were re-elected secretary and treas- 
urer, respectively. 

New board members elected 
were: Stanley Conheim, Irving 
Guyett, Al Kotler and Seymour 
Kriss, manufacturers’ representa- 
tives; Charles Parisi, Parco Manu- 
facturing Co.; Sophie Potemkin, 
Joel Jewelry Co.; George Scalera, 
Savoy Jewelry Co.; and Stanley 
Sorrentino, Uncas Manufacturing 
Co. 


New management course 
scheduled in January 


The 22nd session of the Bulova- 
NYU jewelry store program has 
been scheduled Jan. 15 through the 
26th, it was announced by S. Grant 
Conner, co-director of the course. 

The two-week program offers a 
comprehensive study of jewelry 
store management; including finan- 
cial control, sales-promotion man- 
agement, merchandising and store 
operation. 

The program will be conductea 
at the New York University School 
of Retailing, with a fee of $300 per 
student. 


Arrow Manufacturing 
makes equipment buy 


Arrow Manufacturing Co. of 
West New York, N. J., manufac- 
turer of metal covered and plastic 
jewelry boxes, has purchased the 
machinery, equipment, tools and 
ties of the packaging division of 
the F. H. Noble Co, of Chicago. 

Philip Beck, Arrow president, 
said this material would be distrib- 
uted among the firm’s three plants 
in West New York, Toronto and 
Lakewood, N. J. 

Arrow also plans to build an ad- 
dition to its plastic plant in Lake- 
wood which will increase its capac- 
ity four times. 
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Act Now For CASH | 


We pay highest prices for your 


FLATWARE 
ACTIVE-INACTIVE OBSOLETE PATTERNS 
HOLLOWARE 


Also same day service, too, on orders for 
obsolete or unusual silver patterns. We 
can match most patterns. 


Clear out your slow-moving overstock of 
Silver patterns — send any amount, any 
pattern, used or new for immediate cash. 
Our check goes out to you, the same day 
we receive shipment. Your merchandise 
is untouched while you consider our offer. 


7) ASS 
16 W. 45th St.. N. Y. 36. N. Y. * OX 7-036 


Etruscan by Gorham 


King by Gorham 
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Versailles by Gorh 


Chrysanthemum by Tiffany ™ 





STYLE #GiI6SE 
STYLE #F163! 
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\ patil _., unequalled 
purity and brilliance 


Bale _,, Superior quality 
at a competitive price 


Opalite, inc. 


1311 LOMBARD ST., PHILA. 47, PA. 








Gem City Business College 


School of Horology Division 
Quincy, Illinois 


{Continuation of the Bradley School of 
Horology, Peoria, Ill.) 


Complete Courses in 
WATCHWORK 
ENGRAVING 
JEWELRY 
STONE SETTING 
New Classes Begin Every Monday 


Throughout the Year 
Write for Free Bulletin 








See Classified 
Ads 
Starting on 
Page 135 


DIAMONDS 


Direct om Hnier 
Prices 


HIGH AWARD BRUSSELS INTERNATIONAL EXHIBITION 


Lowest 


~ ew wt x te 1958 ee 1 ee ce 
WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 


EAST 


s Margaret J. McGinnis, executive 
manager of the Industrial Diamond 
Association of America, Inc., has 
completed the basic course at the In- 
stitute for Organization Management 
at Syracuse University. The Insti- 
tute, sponsored by the Chamber of 
Commerce of the United States, of- 
fers a concentrated management 
training program. 

»s Frank Hammer, manager of Alt- 
man and Green Jewelers in Ithaca, 
N. Y., has been chosen to receive the 
1961 Veterans of Foreign Wars Citi- 
zenship Award of Finger Lakes Post 
961. Hammer, named Ithaca’s “Man 
of the Year” in 1956, is active in many 
civic organizations. 

» Miles E. Robertson, board chair- 
man of Oneida, Ltd., and of the As- 
sociated Industries of New York 
State, presided at the association’s 
annual banquet Sept. 22, during the 
eroup’s 47th annual meeting § at 
Whiteface Inn on Lake Placid. 

» Sony Corp. of America provided 
surprise entertainment for baseball 
fans who spent the night of Oct. 3 
waiting in line for bleacher tickets 
for the World Series. Several of 
Sony’s battery-operated, transistor- 
ized portable television sets were at 
the scene to heln relieve the monotony 
of the long vigil. 

» The Ostiers — award-winning de- 
signer Marianne and her husband, 
Oliver, former court jeweler of Aus- 
tria—opened their new New York 
salon at 5 E. 57th St., Sept. 26, with 
a preview for the press of the Os- 
tiers’ 1962 jewelry collection. Nathan 
Holz, vice-president in charge of pro- 
duction, last month observed the 25th 
anniversary of his association with 
Ostier, Inc. During World War II, 
Holz took a “leave of absence” from 
the firm to devote his skills to pre- 
cision work in a defense plant. 

» Nick Siderides’ discussed black 
coral at the first fall meeting of the 
New York Guild of the American 
Gem Society. His talk was _ illus- 
trated with a color film of the black 
coral divers of the Maui Islands. A 
library of more than 300 volumes on 
vem stones collected by the late Emily 
Jaeger, a past president of the New 
York Guild, was presented to the 
Gemological Institute of America. 
The Emily Jaeger Memorial Library 
will be kept at the GIA’s New York 
laboratories. 

=» Lowe Brothers, Port Byron, N. Y., 
jewelry firm, celebrated its 60th anni- 
versary this year. Owner Robert 
Lowe is the city’s oldest businessman, 
in terms of years in business. 

» Max Elkon, who recently retired as 
head of M. Elkon & Co., has been ap- 
pointed chairman of the jewelry divi- 


! 


sion for the 1961 New York drive for 
B’nai B’rith youth services. 

» Richard E. Hildreth has joined his 
father’s firm, Elmer Hildreth, Jeweler 
at 103 Gramatan Ave., Mt. Vernon, 
N. Y. The younger Hildreth studied 
mineralogy at Columbia University 
and was with Feature Ring Co. of 
New York prior to joining his father’s 
business. 

» Carl Albion has opened Carl’s 
Jewelers on Main St. in the North 
End business district of Niagara 
Falls, N. Y., after completing a $10,- 
000 remodeling of the premises. Al- 
bion was formerly associated with his 
two brothers, Agathon and Joseph Al- 
bion, owners of Albion Jewelers on 
Main St. 

» Wilson’s Leading Jewelers has be- 
come representative in the Greater 
Syracuse area of Tiffany sterling sil- 
verware. 

» Handcraft Novelty & Jewelry Co., 
Inc., has leased space at 10 E. 33rd 
St., New York. 

» Anthony C. Helit and Robert W. 
Wilkins have opened Hamburg Jewel- 
ers in the Palace Theatre building on 
Buffalo St. in Hamburg, N. Y. 

» Rose Jewelers of Patchogue and 
Riverhead, N. Y., are now authorized 
distributors of Tiffany and Co. mer- 
chandise. 

=» Bernard Levy, a wholesale jewelry 
salesman for 20 years, has opened a 
retail jewelry store in Eastchester, 
N. Y., at 37 Columbus Ave. 

» Berman’s Jewelry in Altoona, Pa., 
gave away a lady’s diamond ring in 
connection with a 6lst anniversary 
celebration. 

» Arthur Levy of Idee of New York, 
and past president of the National 
Association of Costume Jewelers, was 
the recent recipient of a surprise din- 
ner in his honor sponsored by the 
NACJ. Harold Bass of Ballet Jewels 
presented Levy with a clock. 

» Rudolph Bros., Inc., Syracuse based 
chain, has announced plans to open 
a store next spring in Pittsford Plaza 
in Rochester. The store will be the 
fourth Rudolph unit in the Rochester 
area. 

» Kay Jewelry Co. opened its 139th 
store in September in the Green Acres 
shopping center in Valley Stream, 
Long Island, N. Y. 

=» Robert E. Kelly, with Ray Jewelers 
in Elmira, N. Y., for 10 years, has 
become a partner in R. A. Heggie & 
Bros. Co., in Ithaca, N. Y. 

» Walter Bulas, associated with 
Elmira, N. Y., jewelry stores for 23 
years, has purchased Kerns Jewelry 
in Wellsboro, Pa. 

s Eight Philadelphia jewelry firms 
have combined their advertising ef- 
forts to co-sponsor a 50-minute radio 
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program with the Bulova Watch Co. 
William W. Alpern, Philadelphia sales 
representative for Bulova, said this 
is the first time Bulova has partici- 
pated in a cooperative advertising 
program with eight individual re- 
tailers. The participating jewelers 
are Brants Jewelers, Grossman’s, 
Hays Jewelry, Huberman’s, Kessler 


NEW 


»s Harvey N. Mallove of Mallove’s 
Jewelers in New London, Conn., was 
elected to a second term as a member 
of the City Council in September. 
Mallove was recently elected presi- 
dent of the Connecticut Retail Jewel- 
ers Association. 

» William M. Savitt, owner of Savitt, 
Inec., Somelaen. in Hartford, Conn., 
paid tribute to Dag Hammarskjold, 
following the UN leader’s death, by 
placing a large public service adver- 
tisement in the Hartford Times. The 
ad, entitled “Keep the UN Alive,” 
urged the newspapers’ readers to sup- 
port the United Nations “as a living 
memorial” to Hammarskjold. 

» New members of the manufactur- 
ing Jewelers and Silversmiths of 
America Inc., elected at the meeting 
of the MJ&SA’s directors in Septem- 
ber, are: Cellini Charm Co., DaVinci 
Creations, Inc., and Exclusive Jewelry 
Co., all of Providence; Fisher & Co. 
of Newark, N. J.; and Standard 
Chain Co. of North Attleboro, Mass. 
Alighieri Pavone, a manufacturers’ 
representative in Johnston, R. I., re- 
ceived an affiliate membership. 

» Gertrude Kahn, owner of Medford 
Jewelers at 8 High St. in Medford, 
Mass., opened a store in Medford 
Square, Oct. 3, featuring religious 
goods. 

»s Engelhard Industries, Inc., refiner 
and fabricator of precious metals, has 
formed a semiconductor materials de- 
partment at its D. E. Makepeace di- 
vision in Attleboro, Mass. The new 
facility is equipped to provide gold, 
silver and the platinum group metals 
as solid alloys, doped alloys or clad 
to base metals. They are available 
as sheet, ribbon, fine wire or pre- 
forms. 

»s The Manufacturing Jewelers and 
Silversmiths of America Ince. is poll- 
ing its members to determine their 
interest in another visit to foreign 
jewelry manufacturing centers. The 
MJ&SA sponsored such a trip to 
Europe last spring. Other destina- 
tions being considered include north- 
ern Europe, Hawaii, Asia or the Car- 
ibbean. 

» Karten’s Jewelers in New Bedford, 
Mass., owned by Joel Karten, marked 
the beginning of its 17th year in the 
city, Sept. 28, by opening in a new 
location at 850 Purchase St. A new 
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Jewelry, Weiman’s, Kaplan Credit 
Jewelers and Shrewsbury, Inc. 

a» Mrs. Frances C. Burkholder, Allen- 
town, Pa., business woman, was mar- 
ried Sept. 26 to F. Clarke Bechtel, 
president of Jos. B. Bechtel & Co., 
Inc., wholesale jewelers in Philadel- 
phia, and treasurer of the National 
Wholesale Jewelers Association. 


ENGLAND 


line of giftware has been added and 
other lines expanded. The store was 
previously located at 939 Purchase St. 
in New Bedford. 

se Jack Sawyer, Laconia, N. H., 
jeweler, will discuss “Jewels for Giv- 
ing and Getting” at the Dec. 7 meet- 
ing of the Alton, N. H., Woman’s 
Club. 

» Rance La Tour, formerly genera! 
manager of the Kitteridge Jewelers 
chain of seven stores in Massachu- 
setts, has joined Busch & Sons Jewel- 
ers in Newark, N. J., as assistant to 
the president. 

se F. Forest Davidson, 
Long’s Jewelers, operators of four 
stores in the Boston area, went to 
Antwerp, Belgium, in September, to 
purchase unset diamonds for the firm. 
It was Davidson’s second buying trip 
to Antwerp in 16 months. 

Inc., Pawtucket, R. L., 
jewelry firm, has expanded its quar- 
ters at Broad and Main Sts. by tak- 
ing over part of an adjacent property. 
Floor space has been increased two 
and a half times and a_ basement 
stockroom has been acquired. Nat 
Berger is manager of the store. 

s Henry Nolin Jeweler, Inc.,_ in 
Lewiston, Me., observed its 25th an- 
niversary Sept. 11. A sterling silver 
tea set and other gifts were awarded 
to customers at an open house cele- 
bration. 

»s Pond Jewelers in Chelsea, Mass., 
were closed Sept. 11-16 to permit re- 
modeling and alteration of the prem- 
ises at 270 Broadway. 

=» Bids were taken last month for a 
$25,000 remodeling project at Lenox 
Jewelers in Bridgeport, Conn. The 
new front of the store at 1046 Main 
St. will feature “concealed” lighting, 
giving the store front the effect of 
“floating” in alr. 

» Jewelers in Gloucester, Mass., and 
Norwich, Conn., are candidates for 
the City Council in their respective 
cities. Entering the political race are 
Robie M. Liscomb, manager of the 
George K. Rogers jewelry store on 
Main St. in Gloucester, and Stanley 
Israelite, president of Modern Jewel- 
ers and Gift Shop at 323 Main St. in 
Norwich. 

» Louis Gundlach, a former jeweler 
in West Hartford, Conn., celebrated 
his 103rd birthday last month. 
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MID WEST 


s William Richter Wholesale Jewelry 


| Co. in Chicago moved last month from 


116 S. Michigan Ave. to 111 N. Wa- 
bash Ave. 

» Samuel Remenik, a former diamond 
salesman for the M. & G. Co., has be- 
gun his own wholesale diamond busi- 
ness at 55 E. Washington St. in Chi- 
cago. 

»s H. Watson Jewelry & Engraving 
Co. at 29 E. Madison St., Chicago, 
opened a branch in Riverdale, IIl., last 
month at 209 W. 144th St. 

» Anthony Mordini has sold his re- 
tail jewelry store in Winnetka, II1., 
to Linden Jewelers, Inc., headed by 
Joseph Lowery. 

»s Freeman Jewelry at 34 E. Seventh 
St. in St. Paul, Minn., has gone out 
of business. The building which 
housed the store is being torn down 
» Rocca Jewelry & Gift Shoppe in 
Melrose Park, Ill., is operating in tem- 
porary quarters at 114 Broadway as 

a result of a fire in September which 
nearly destroyed its location at 116 
Broadway. 
» Victor’s 
St., Des 


Jewelers, Inc., 519 Locust 
Moines, Iowa, has gone out 
of business. Victor Jacobson, presi- 
dent of the firm, began the business 
in 1948. 

» New members to be initiated at the 
Golden Roosters’ stag Nov. 16 at the 
Bismarck Hotel in Chicago are: 
Maurice Chapman, Stein & Ellbogen 
Co.; Michael Roman, Bulova Watch 
Co.; Chris Russo, Imperial Pearl Syn- 
dicate; William E. Koch, Elgin Na- 
tional Watch Co.; and John Hoober, 
Hamilton Watch Co. 

» Sidney Krandall, president of Sid- 
ney Krandall and Sons Jewelers in 
Detroit, recently visited Japan. While 
there, Krandall purchased the rights 
to a cultured pearl farm at Mie Per- 
fecture, about 400 miles from Tokyo. 
Within a week’s time the first ship- 
ment of more than 50 pounds of 
pearls was delivered to Detroit by jet 
airliner. 

» Swartchild & Co., watchmakers’ 
and jewelers’ supply house with head- 
quarters in Chicago, has mailed to its 
customers the largest catalogue in 
its 90-year history. The 134-page 
book can be obtained for any estab- 
lished jewelry store by writing to any 
Swartchild office, and enclosing $1, 
which will be applied against the first 
order. 

» Sturhahn Jewelers in Quincy, III., 
celebrated its 50th anniversary dur- 
ing the week of Oct. 8-14 with a dia- 
mond show and other activities. 

» The directors of the Illinois Retail 
Jewelers Association will meet at the 
St. Nicholas Hotel in Springfield, Feb. 
25. 

» Zale Jewelry Co. opened its sixth 
Denver store Oct. 20 in the Alameda 


the 


shopping center. 

» Robert Lieberman of Stein & Ell- 
bogen Co., Chicago, has completed 
the required American Gem Society 
courses and been awarded the title 
of Graduate Member (Wholesale) 
His firm thus also receives the title, 
‘“‘Member American Gem Society.” 

» Marvin S. Gudelsky has purchased 
the assets of the former Bluford Jew- 
elers, Inc., at 260 W. Western Ave. 
in Muskegon, Mich., and is now oper- 
ating the firm as Marvin Jewelers, 
Inc. Gudelsky opened the store for 
former owner William Bluford in 
1958 and managed it until Bluford’s 
death in April of this year. 

» Kelley Jewelers in Canon City, 
Colo., owned by J. P. Kelley, has 
moved from 514 Main St. to remodel- 
ed quarters at 522 Main St. 

es Samuel N. Miller, manager of Zale 
Jewelry Co.’s downtown store in Pe- 
oria, Ill., has been named district 
manager of Zale’s stores in Illinois. 
es H. E. York has formed the Illini 
Jewelry Co. at 607 E. Green St. in 
Champaign, Ill. York said the new 
store has no connection with a jew- 
elry store operated by Jack Genung 
at the same location until the build- 
ing was gutted by fire last February. 
» Rose Jewelers has named Mer.” 
Paster credit manager for the firm’s 
13 stores in the Greater Detroit area. 
a Larry C. Matousek has purchased 
Herron’s Leading Jewelers, Inc., 214 
E. Broadway, Centralia, I[l., from 
Herman R. Griffin. 

» Erffmeyer & Son, Co., Inc., manu- 
facturers of school and fraternity 
jewelry in Milwaukee, have moved to 
new and larger quarters at 5300 W. 
Clinton Ave. after 25 years in the 
Plankinton building. 

a Stanley B. Goodman, 
Goodman Jewelers which operates 
seven stores in Minnesota, went to 
Antwerp, Belgium, last month to open 
a permanent diamond-buying office 
for the chain. 

» Rogers Jewelers in St. Paul, Minn., 
opened in a new location with a col- 
onial decorative theme last month. 
The firm, operated by Maurice, Mor- 
ton and Howard Geller, moved from 
416 to 372 Wabasha St. 

» Harry Orr, jeweler at 209 18th St., 
Rock Island, Ill., has opened two new 
departments in his store, a diamond 
room and a gift center. 

» Dan Moran and Bud Mulvaney 
have moved their Great “alls, Mont., 
jewelry store from First Ave. North 
to 405% Central. A new feature of 
the business is a trophy room. 

» Edward’s Jewelers in Springfield, 
Ill., will open a new store at the Town 
& Country shopping center. It will be 
the seventh unit of Erwin’s Jewelers, 
Inc., of Chicago. 
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THE 4% SOUTH 


a Managers of the 16 Barr Bros. 
jewelry stores previewed the chain’s 
fall merchandise at their annual 
sales meeting in Norfolk Sept. 27. 
Lewis J. Barr, president, and Albert 
Barr, executive vice-president, spoke. 
The chain has 15 stores in Virginia 
and one in North Carolina. 

» W. E. Bricker of Bartow has been 
elected president of the Central 
Florida Watchmakers Guild. He for- 
merly served as secretary and treas- 
urer of the group. Others elected 
were: Earl Nelson of Lakeland, vice- 
president; Kenneth Heitz of Lake- 
land, secretary; and John York of 
Clermont, treasurer. 

» The head of the FBI office in Nor- 
folk and the city’s director of public 
safety were the two main speakers at 
the 21st annual dinner of the Nor- 
folk-Portsmouth Jewelers Association 
Sept. 16. FBI agent J. Myers Cole told 
the jewelers their best protection 
against theft is to keep doors locked 
and store interiors well-lighted. C. P. 
Harmon, manager of Barr Bros. store 
in Hampton, Va., and treasurer of 
the association, was in charge of ar- 
rangements for the dinner. 

» Carroll C. Seghers, a director of 
the Retail Jewelers of America and 
well known for the successful opera- 
tion of his Coral Gables, Fla., jewelry 
store, opened a second Carroll’s Jew- 
elers last month at 915 E. Las Alas 
Blvd. in Ft. Lauderdale, Fla. 

=» Fred Cohan, manager of Zale Jew- 
elry Co.’s store in downtown Norfolk, 
Va., has been appointed district man- 
ager of all Zale stores from the North 
Carolina border north to Canada. 

=» Don Slaughter has become asso- 
ciated with Willeford’s Jewelers on S. 
Main St. in Kannapolis, N. C. The 
store is owned by John Slaughter and 
Kyle Shive. 

» Roland Hamrick, president of Ham- 
rick Jewelers in Shelby, N. C., for 
the past six years, has joined an in- 
vestment company as a _ registered 
representative dealing with mutual 
funds. 

a» Juel C. Stamper, owner of Stamper 
Jewelers and Opticians in Rehoboth 
Beach, Del., was sworn in as mayor 
of the town in September. 

a Lewis Jewelers in Buckhannon, W. 
Va., owned by Perry C. Lewis, has 
opened in its newly-constructed quar- 
ters at 34 E. Main St. 

» Calvin Braswell observed his 11th 
anniversary as a jewelry store opera- 
tor in Moultrie, Ga., with the re- 
opening of Braswell Jewelers in new 
and expanded quarters one door south 
of its former location. 


» Underwood Jewelers, a downtown 
Jacksonville, Fla., jewelry store since 
1928, opened its first suburban store 
in September in the Roosevelt Mall 
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shopping center. Herbert F. Under- 
wood is founder and president of the 
firm. 

=» Roy E. Callaway, gemologist, has 
rejoined King’s Jewelers in Columbia, 
S. C. He was first associated with the 
firm when it opened in 1946. For the 
last several years he has lived in 
Greenville, S. C. 

» Dana Howard, owner of Howard’s 
Jewelry in Greeneville, Tenn., for the 
past 15 years, has been appointed to 
the faculty of Tusculum College as 
an instructor in business administra- 
tion. 

es H. E. Arnaud, formerly a watch- 
maker with Bond Street Jewelers in 
Clewiston, Fla., has opened his own 
jewelry and watch repair shop at 210 
Sugarland Highway in Clewiston. 

» Duval Jewelry Co., 21-store Flor- 
ida jewelry chain, honored 150 long- 
time employees and their spouses at 
a dinner Sept. 25 in Jacksonville. The 
occasion was the 50th anniversary of 
the founding of the firm by the late 
A. O. Jenkins. 

» David Balogh, Miami Beach, Fla., 
jeweler, returned from Japan in Sep- 
tember, the owner of a 220-acre pearl 
farm at Ago Bay. Balogh paid $83,- 
000 for the farm, hopes to achieve a 
yearly gross of $2 million from whole- 
sale and retail sales of an anticipated 
annual production of 20,000 strands 
of pearls. 

a» Gold-Silver & Co., wholesale jew- 
elers with offices and showrooms on 
Deaderick St. in Nashville, Tenn., has 
opened a second showroom and sales 
outlet at 430 Union St. 

» Harry and Richard Rosenthal have 
opened Martin Jewelry Co. in Dur- 
ham, N. C., at 206 Corcoran St. 

=» Russell Lenger, who has had 16 
years experience in designing, engrav- 
ing and selling jewelry, has joined 
Maier & Berkele, jewelers at 173 
Peachtree St., Atlanta. 


Hammel, Riglander 


acquires MJL line 


Hammel, Riglander & Co. Inc., of 
New York, has announced the ac- 
quisition of the MJL, Fitrite and 
Horolovar lines formerly offered by 
M. J. Lampert & Sons, Inc., also 
of New York. 

The company said it intends to 
continue the MJL line as a service 
to customers who have been using 
this watchmakers’ supply line. 

Hammel, Riglander & Co. ac- 
quired the trademarks, copyrights, 
trade names and the bulk of the in- 
ventory of the 43-year-old firm on 
Oct. 1. 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 








aD 


“~ 


» McTeer Diamond and Jewelry Co. 
in Fort Worth, Tex., held a grand 
opening of its new diamond salon in 
Suite 406 of the W. T. Waggoner Bldg. 
Sept. 18-23. A collection of jewelry 
valued in excess of $2 million was dis- 
played. A platinum-diamond dome 
dinner ring, set with 43 diamonds 
weighing 2.57 carats, valued at $1500 
was given away. 

e David Orman was elected president 
of the Southwestern 24 Karat Club of 
Dallas at the organization’s fall meet- 
ing. Other officers elected were: Leo 
Kamion, vice-president; Arch Lyles, 
treasurer; and Joseph Higginbotham, 
secretary. 

» Zale Jewelry Co. added its seventh 
store in New Mexico in September 
with the purchase of Flynt’s Jewelers 
in Carlsbad. The store will retain the 
Flynt name until remodeling. 

» Hayden Kaye has been named man- 
ager of Gordon’s Jewelers at 613 
Main St. in Little Rock, Ark. Kaye 
formerly managed a Gordon’s store 
in El Paso. 

x» Adrian G. and Rene G. Guerrero 
have opened Electra Jewelers in Won- 
derland shopping city in San Antonio. 
The store’s services include the de- 
sign and manufacture of custom-made 
jewelry. 

» Rosenfield Jewelry Co. in Oklahoma 
City is doubling the size of its down- 
town store at 221 W. Main St. by 
absorbing an adjacent store. 

=» Joe Lisenby and his wife, who for 
several years have operated a jewelry 
store at 118 E. Main St. in Holden- 
ville, Okla., have opened a store in 
Malvern, Ark. 

an The Texas Watchmakers Associa- 
tion established collection points for 
the donation of clothing to victims of 
Hurricane Carla. The four watch- 
makers whose shops served as col- 
lection points were: Edward Turn- 
bull, Port Arthur; James Reeh, Or- 
ange; Dren M. Duffy, Houston; and 
Bill Brown, Corpus Christi. 

» The Watchmakers of Switzerland’s 
new sales aid film and discussion pro- 
gram were presented by Jack Barker 
at the September meeting of the Dal- 
las Watchmakers and Jewelers Guild. 
»s Midwest Wholesale Co., Oklahoma 
City distributors of watch ma‘erials, 
have moved from 343 Commerce Ex- 
change Bldg. to 701 Coleord Bldg., 15 
N. Robinson St. 

=» Officers, directors and local guild 
representatives attended a _ business 
meeting of the Texas Watchmakers 
Association at the Baker Hotel in 
Dallas Sept. 3. 

» The Houston Guild of the Texas 
Watchmakers Association began its 
fall activities with a barbecue in 
September. 


SOUTHWEST Lil 


» New officers of the Texas Jewelers 
Association, elected at the annual con- 
vention Sept. 4, are: Robert Morrow, 
Armstrong Jewelry, Waco, president; 
John Duncan, Wagner Jewelry Co., 
Amarillo, first vice-president; and 
Tom Oliver, Oliver’s Jewelry, New 
Braunfels, second vice-president. 

» Mitchell T. Bisanar, manager of 
Zale Jewelry Co.’s store in Bartles- 
ville, Okla., since 1959. has been ap- 
pointed manager of the Zale store in 
Corpus Christi, Texas. 

es Peacock Jewelers, with four stores 
in the Tulsa area, have moved their 
downtown Tulsa store from 518 to 
418 S. Main St. 

»s Emory K. Kluge, affiliated with 
Handy and Harman for the past 24 
years, has joined Southwest Smelting 
& Refining Co. in Dallas as manager 
of the refining department. He is also 
in charge of sales of karat gold and 
sterling silver sheet, wire, tubing and 
other products. 

sn The Texas Jewelers Association Is 
providing members with tax tables to 
assist them in figuring the new state 
sales tax. The new tax law removes 
the 3 per cent tax on precious and 
semi-precious stones and metals pre- 
viously in effect. It imposes a tax 
averaging about 2 per cent on the 
sale of tangible property valued at 25¢ 
or more. Jewelry and watch repair 
service is non-taxable when the sales 
ticket is unitemized for the entire re- 
pair charge. The retailer pays the 
tax to his supplier on materials used. 
a The Texas Watchmakers Associa- 
tion sponsored meetings last month in 
the Fort, Worth, and Waco, Tex., 
areas, inviting watchmakers and jew- 
elers to hear Jack Barker, regional 
field representative for the Watch- 
makers of Switzerland, present a 
program on the Swiss electric watch. 
» Stanley Chadwell, operator of a 
jewelry store at 317 N. Commerce 
St. in Gainesville, Tex., has placed the 
store up for sale due to ill health. 
The jewelry and watch repair shop 
operated by the late J. C. Danciger at 
3800 Parker St. in Amarillo, Tex., will 
also be sold, according to Geraldine 
Danciger. 

=» Earle Rosenblum has opened a new 
jewelry sales, repair and design busi- 
ness In room 1801 of the South Coast 
Bldg. in Houston. Rosenblum spent 
several years with Corrigan Jewelers, 
and more recently was with Battel- 
stein’s. 

» Grunewald & Adams, Tucson, Ariz., 
jewelry firm, opened a store in the E] 
Con shopping center last month. The 
business, established in 1906, is owned 
by Arthur Grunewald. 
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WEST COAST 


» Jay Associates, 9426 Santa Monica 
Blvd., Beverly Hills, Cal., have been 
appointed new Pacific coast repre- 
sentatives of Norma Pencil Corp. 

» Transistor World Corp., U.S. dis- 
tributors of Toshiba radios, has 
opened an office at 11050 Washington 
Blvd., Culver City, Cal., under the 
management of Martin Waterman, 
West Coast sales manager. 

=» Zale Jewelry Co. has opened its 
fifth Oregon store, at Lloyd Center 
in Portland. It is the third Zale unit 
in the Portland-Vancouver area. 

es W. L. “Woody” Stuart, formerly 
located in North Hollywood, Cal., for 
12 years, has opened Stuart Jewelers 
in Twentynine Palms, Cal., at 72341 
Twentynine Palms Hwy. 

» George Michopulos, who _ retired 
three years ago after 45 years as a 
Honolulu jeweler, has returned to the 
jewelry business as managing direc- 
tor of Michopulos Jewels, located at 
506 Paokano Loop, Kailua, Hawaii. 
The new enterprise is owned by his 
wife, Urania Michopulos. 

a Weisfield’s, West Coast 
chain headquartered in _ Seattle, 
Wash., has opened a store in Red- 
ding, Cal., at 1611 Market St. More 
than $30,000 was spent in remodeling 
the location. 

» Goodman Jewelers has moved its 
Fontana, Cal., store from 8566 Sierra 
Ave. to the new Fontana Square 
shopping center. The firm operates 
stores in California and Minnesota. 
=» DeVons Jewelers has opened its 
sixth California store, in the Country 
Club Plaza mall in Sacramento. 
Barney Zaikind is manager. 

» The California Retail Jewelers 
Association will elect officers Nov. 5. 
Those nominated are: George Finley, 
Jr., president; Donald C. Melby, first 
vice-president; Ted J. Steiner, sec- 
ond vice-president; and Martin R. 
Thomas, treasurer. The CRJA direc- 
tors appointed Virgil Luke, Luke & 
Vondey Jewelers, San _ Bernadino, 
chairman of the 1962 Pacific Jewelry 
Show. At this year’s show in August, 
registration reached a new high of 
3107, almost double last year’s. 

» The Watchmakers of Switzerland 
provided the program for the first 
fall meeting of the Southern Cali- 
fornia Guild of the American Gem 
Society, Sept. 18 in Los Angeles. 

» The Diamond Palace at 797 Mar- 
ket St. in San Francisco was closed 
when the building was razed. The 
firm has consolidated operations at 
its other location at 887 Market St. 
and is seeking a new site for a second 
store. 

» Kalman A. Wallach, formerly 
manager of the Gensler-Lee store in 
Sacramento, Cal., has been named 


jewelry 
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manager of the firm’s Oakland store 
at 1444 Broadway. 

a Frank M. Carrillo, San Francisco 
manufacturers of platinum and dia- 
mond jewelry, has moved from 233 
Post St. to 375 Sutter St. 

» Jackson Jewelers in Alhambra, 
Cal. has moved from 111 E. Main St. 
to 105 E. Main St. 

» Graham’s Jewelers in Richmond, 
Cal., formerly at 2209 Macdonald 
Ave. has opened at 2221 Macdonald 
Ave. 

» Roush Jewelry in Pullman, Wash., 
has moved to larger quarters at 112 
Main St. 

» Chernoff’s Jewelry has opened at 
328 N. Main St. in Fort Bragg, Cal.., 
moving from 245 N. Main St. 

» Al Wallace has moved Commuter 
Jeweler in San Francisco from 9&8 
First St. to 8 Minna St. 

s Dale Allen, Eugene, Ore., watch- 
maker formerly located at 996 Willa- 
mette St., has opened a new store at 
963 Willamette St. 
» Dezo Sipos_ has 
Jewelry at 23 S.W. 
Beaverton, Ore. 

» Ray Glynn, who previously man- 
aged jewelry stores in Aberdeen and 
Everett, Wash., for Friedlander & 
Sons, is now with Fox’s Gem Shop 
at 1324 Fifth Ave. in Seattle. 

=» Clare LaRoche has been appointed 
manager of the Ben Bridge jewelry 
store at 207 Pacific Ave. in Bremer- 
ton, Wash. 

» The Joshua Green Building in 
Seattle was modernized last month. 
Northwest Jewelers in Suite 403-408 
is gaining 50 per cent more space 
in remodeling their premises. 

» New offices and showrooms of 
Simon Golub & Sons were opened last 
month, occupying the entire seventh 
floor at 1417 Fourth Ave. in Seattle, 
Wash. 

=» Roy E. Davis, formerly in the jew- 
elry business in Colfax, Cal., has pur- 
chased the Lunzman Jewelry Store, 
Westpark Shopping Center, Yakima, 
Wash. 

» Richard M. Russell, formerly in the 
jewelry business in Lemmon, S. D., 
recently purchased Reibman Jewelers, 
4551 California St., West Seattle, 
Wash., and is operating it as Russell’s 
Jewelers. 

a Jack Elster, formerly with Kay 
Jewelers in San Francisco, has been 
named manager of the Kay store in 
Lakewood Center. 

» George Jessop Jr., manager of J. 
Jessop & Sons, has been elected pres- 
ident of the Grossmont Center (San 
Diego) Merchants Association. 

» Hiersch Jewelers in La Puenta, 
Cal., has moved to a new location at 
15841 E. Main St. 


opened Sipos 
Watson St. in 





THEY SEE—THEY BUY 
YOU 
SELL 
eit 
DIAMONDS! 


GEMOLITE MARK V 


With exclusive zoom feature to add amaz- 
ing impact toevery diamond presentation. 
Continuous flow of wide field magnifica- 
tions and steroscopic viewing portrays 
jewelry, diamonds, and gems in true per- 
spective. Adjustable dark and light field 
illumination. Lets the customer see what 
he’s buying. Closes more sales. 


Write for complete information 


GEMOLOGICAL INSTITUTE or AMERICA 
11940 San Vicente Bivd., Los Angeles 49, Cal. 


EMERALDS 


Loose or mounted. Memo selections to rated 
lewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 











| COIN FRAMES | 
Largest selection in the coun- 
try of fancy and plain 14«t 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for NEW FREE 1961 catalog 
in which our entire line is 
illustrated and described. 


Wideband Jewelry Co. 


37 West 47th Street. New 
York 36, N. Y. Dept. 12 





~ BOXES THAT 
HELP YOU SELL! 


FEDERAL PAPER BOARD CO. INC. 


LINDLEY DIVISION, MARION, INDIANA 








Executive Appointments 





A 
Weeks 


Sinclair Weeks, Jr., has been elect- 
ed a vice-president of Reed & 
Barton Silversmiths of Taunton, 
Mass. He has been a director of 
the 138-year-old silverware firm 
Weeks was associated 
with the United Carr Fastener Co. 
from 1947 until this year. 


since 1959. 


Directors of Anson Ince., Provi- 
dence jeweiry manufacturers, have 
named Lars H. V. Anderson a 
vice-president. He is in overall 
charge of Anson plant 2 and plant 
3, Which includes the manufactur- 
ing of findings used in men’s 
jewelry, industrial products, a line 








Anderson 


ba 
Bourquin 
of steel and paper boxes and jewel 
cases for men and women. Ander- 


son joined the firm in 1948, has 
been a director since 1957. 


R. Mark Bourquin has been ap- 
pointed vice-president of Bulova 
International, Ltd., and general 
manager of Far Eastern opera- 
tions. Bulova International is a 
subsidiary of Bulova Watch Co. 
Bourquin had been manager for 
Far Eastern operations. since 
April, 1960. His new responsibili- 
ties include supervision of ex- 
panded operations in Japan and 
Korea. His headquarters will con- 





ANT!. SHOCK 
7 JEWELS 


~ 
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]/T WIS e wae 


(a 
HYANNIS $14.95 


VENDOME $16.95 


The ORIS watch is recognized by jewelers the world over as the best time- 
piece in its class. The Official Swiss Testing Bureaus have awarded ORIS 
2208 certificates for accuracy. Every ORIS watch has 7 jewels and is shock- 
resistant. Beautifully styled models for men and ladies priced to retail profit- 


ably from $10.95 to $24.95. 


retail prices slightly higher in the west 


ORIS WATCH AGENCY, 15 WEST 37th STREET, NEW YORK 18, N. Y. 
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tinue to be in Hong Kong. Ex- 
cept for service in the Royal Cana- 
dian Navy, Bourquin has been 
with Bulova continuously since 
joining the firm in 1942 as a 
watchmaker. 


Robert F. Draper assumed the 
presidency of Shick Inc. Oct. 1. 
The post had been vacant previ- 
ously. Draper was formerly a vice- 
president and director of sales 
and marketing of National Presto 
Industries, Inc., Eau Claire, Wis. 
He had been associated with that 
firm since 1954. 


Earl C. Gassenheimer, a director 
of United Printers and Publishers, 
has been promoted from controller 
to treasurer of this manufacturer 
of greeting cards and paper party 
products. Paul B. Cate, formerly 
controller of Hallmark Greeting 
Cards, has been named to succeed 
Gassenheimer as controller. 


STATEMENT rs a BY THE ACT 
OF AUGUST 24, 12, AS. AM 


OULATION OF JEWELERS’ CIRCULAR-KEY- 
STONE, PUBLISHED MONTHLY WITH A 13TH 
ISSUE IN JUNE AT CHESTNUT & 56TH STS., 
PHILADELPHIA 39, PA., FOR NOVEMBER, 
1961 


1. The names and addresses of the pub- 
lisher, editor, managing editor, and _ business 
manager are: Publisher, Lansford F. King, 
Chestnut & 56th Sts., Philadelphia 39, Pa.; 
Editor, Donald 8. MeNeil, Chestnut & 56th Sts., 
Philadelphia 39, Pa.; Managing Editor, None; 
Business Manager, None. 

2. The owner is: Chilton Company, Inc., 
Che stnut & 56th Sts. , Philadelphia 39, Pa. 

Holders of more than 1 per cent of the cap- 
ital stock outstanding of Chilton Company: Mary 
M. Acton, 260 Sycamore Avenue, Merion Sta- 
tion, Pa. Mrs. Beulah Fahrendorf, Chateau 
Lavavette, Scarsdale, New York; Charlotte M. 
Gray, The Buchanan, 160 East 48th Street, New 
York 17, New York ; Dorothy 8. Johnson, 
Bankers Trust Co., 5th Ave. & 44th Street, 
New York, N. Y.; Kimberton Hills Farms, Inc., 
1608 Walnut Street, Philadelphia, Pa.; Mabel 
P. Myrin, 1608 Walnut Street, Philadelphia, 
Pa.; Mary M. Acton, Surviving Trustee U/W/0O 
Clarence A. Musselman, Dec'd, c/o R. F. Irwin, 
Jr., 2318 Packard Bldg., Philadelphia, Pa., 
Beneficiaries, Mary M. Acton and David Acton; 
J. Howard Pew, 1608 Walnut Street, Philadel- 
phia, Pa.; J. N. Pew, Jr., 1608 Walnut Street, 
Philadelphia, Pa.; Mary Ethel Pew, 1608 Wal- 
nut Street, Philadelphia, Pa., Alberta C. Sly, 
415 East 52nd Street, New York 22, N. Y.; 
Alberta ©. Sly, Executrix U/W/0O Frederick 8. 
Sly, Dec'd, 415 East 52nd Street, New York, 
New York, Beneficiaries, Albert C. Sly, Alberta 
Cc. Sly, and John E, Sly; Soleil Farms, Ine., 
1608 Walnut Street, Philadelphia, Pa.; Steere 
& Company, c/o Girard Trust Corn Exchange 
Bank, Philadelphia 2, Penna. 

3. The Known bondholders, mortgagees, and 
other security holders owning or holding 1 per 
cent or more of total amount of bonds, mort- 
gages, or other securities are None. 

4. Paragraphs 2 and 3 include, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary reiation, the name of the person 
or corporation for whom such trustee is acting; 
also the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, hold 
stock and securities in a capacity other than 
that of a bona fide owner. 

5. The average number of copies of each issue 
of this publication sold or distributed, through 
the mails or otherwise, to paid subscribers dur- 
ing the 12 ee preceeding the date shown 


above was: 19, 
Donald 8S. McNeil 
(Editor) 
Sworn to and subscribed before me this 13th 
day of September, 1961. 
[SEAL] James Miades 
(My commission expires June 11, 1962. 
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Obituaries 











Albert F. Long, 65, president and 
founder of the Albert F. Long Co., 
Denver wholesale jewelers, died 
Oct. 5. Long was a member of the 
Jewelry Industry Council and 
other jewelry industry trade asso- 
ciations. 

Otto Frei, administrative head of 
Henri Picard & Frere, Ltd., Lon- 
don, from 1940 until his retire- 
ment last year, died recently. 
Julius Damenstein, 76, a Miami, 
Fla., jeweler for 35 years, died at 
his store Sept. 19. 

W. H. Wouters, 67, retired owner 
of Walters Jewelry Co., a manu- 
facturing firm in Atlanta, Ga., 
died Sept. 13. 

Anton Ista, 53, Beverly Hills, Cal., 
jeweler, died recently. Ista had 
been in the jewelry business in 
Los Angeles and Beverly Hills for 
30 years. 

Anna Frohlich Sergison, 69, vice- 
president of Herberts, a jewelry 
store at 125th St. and Seventh 
Ave. in New York, died Sept. 30. 
Mrs. Sergison was the widow of 
Herbert S. Sergison, founder of 
the store. 

Sherburne E, Miller, 72, died Sept. 
13 while at the Jewelers’ Building 
in Boston, where he had operated 
a jewelry engraver’s business for 
49 years until his retirement this 
year. 

John Elias, 66, owner of Imperial 
Jewelers in Washington, D. C., 
died Sept. 11. 

William G. Smith, 72, associated 
with Trefry and Partridge, Boston 
jewelry firm, for the past 30 years, 
died Sept. 16. 

Loren Klopp, 63, a jeweler in 
Blair, Neb., for 40 years, died 
Sept. 14. 

William E. Edwards, owner of a 
jewelry store in Mahanoy City, 
Pa., died Aug. 17. 

Theodore Adelson, who operated 
Adelson Jewelry Co. in Holyoke, 
Mass., with his brother, Harold, 
died Aug. 29. 

Morris Lutto, 67, president of 
Lutto Jewelers in Richmond, Va., 
died Aug. 31. 

Robert S. Ream, 52, owner and op- 
erator of a Lancaster, Pa., jewlery 
store, died Aug. 30. 
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Edward L. Carlson, 54, a jeweler 
and engraver in Kane, Pa., for 
many years, died Aug. 22. 

Jack Wein, owner of Perfecta 
Watch & Clock Co. in Los An- 
geles, died Aug. 9. 

Arthur E. Brown, 58, a partner in 
Brown’s Jewelry in Mentone, Ind., 
since 1951, died last month. 
Morris I. Naken, president of M. I. 
Naken Co., manufacturer of silver- 
ware chests and boxes in Chicago, 
died Sept. 25. 

Joseph O. Pucher, 72, a diamond 
wholesaler in Chicago since 1906, 
died last month. 

Arnold E. Gerbrecht, 56, president 
of Crafters, Inc., Chicago, metal 
specialties manufacturer, died in 
September. 

Cleatus C. Norris, 47, Knoxville, 
Tenn., watchmaker, died Sept. 10. 
Harry J. Cain, operator of Cain’s 
Jewelry in Charles Town, W. Va., 
since 1936, died Aug. 30. 

Harmon McCarthy, 51, owner 
and operator of McCarthy-Haert! 
Jewelers in Neenah, Wis., died 
Oct. 1. McCarthy was president of 
the Wisconsin Retail Jewelers As- 
sociation in 1952-53 and was a di- 


rector of the association from 
1948 to 1958. 

Leonard E. Goldberg, 49, a whole- 
sale jewelry salesman, died Sept. 
10. He had previously been in the 
retail jewelry business in Lincoln, 
Neb. 

William G. Hoover, 93, who had 
been associated with the E. G. 
Hoover Co., a Harrisburg, Pa., 
jewelry firm, died Sept. 17. 


Sheaffer to sponsor 


eighth writing contest 


Cash prizes totaling $4665, gold 
keys and engraved pens will be 
awarded the winners of the eighth 
consecutive W. A. Sheaffer Pen Co. 
creative writing competition, 
Sheaffer announced recently. 

In addition, tuition scholarships 
and special regional prizes will be 
given outstanding secondary school 
students by some Eastern and Mid- 
western colleges and newspapers. 

The Scholastic Writing Awards, 
conducted by Scholastic Magazines, 
Ine., is now in its 37th year. A rec- 
ord 158,000 students participated 
last year. 
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WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 
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WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bldg.) Chicage 2, Ill. 


J. BIELER PROMOTIONS 
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$50.00 
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COST—FOR 
OUR “DO-IT 
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“May | engrave it for you, now?” sells 
rings and keeps them sold. You can give 
immediate engraving service right in your 
own store with a New Hermes Ring 
Engraver — engrave stock numbers too. 
It’s tracer-guided, simple to operate. 
Fully equipped, $179.00. Write now 
for a demonstration. 


new hermes 


ENGRAVING MACHINE CORP. 


154 W. 14th ST... NEW YORK 11, N. Y. 
In Canada: 359 St. James Street West, Montreal, P. Q. 
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COMING EVENTS 


DECEMBER 
2—Providence Jewelers Club annual] 


dinner-dance. Sheraton-Biltmore Ho- 
tel. 


JANUARY 
6—Chicago Jewelers Association 
annual banquet, Conrad Hilton Hotel. 

‘-10—Miami Gift, Jewelry and Toy 
Show, Miami Bayfront Auditorium. 

7-12—Atlantic City China and 
Glass Show, Convention Hall, Atlantic 
City, N. J. 

9—Diamond Manufacturers & Im- 
porters Association of America annual 
affair, Plaza Hotel, New York. 

15—Jewelers 24 Karat Club of New 
York annual banquet, Waldorf-As- 
toria Hotel, New York. 

14-17—-Pittsburgh Gift Show, Penn 
Sheraton Hotel, Pittsburgh. 

21-24—Atlanta Gift Show, Munici- 
pal Auditorium and Merchandise 
Mart, Atlanta, Ga. 

21-26—California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
geles. 

22-26—San Francisco Winter Mar- 
ket, Western Merchandise Mart, San 
Francisco. 

28-31—Buffalo Gift Show, Statler- 
Hilton Hotel, Buffalo. 

28-31—Washington Gift Show, Wil- 
lard Hotel, Washington, D. C. 

28-31—Carolina Gift Mart and Car- 
olina Jewerly Mart, Radio Center, 
Charlotte, N. C. 

28-31—N ational Association of 
House to House Installment Com- 
panies, annual trade show, Hotel Com- 
modore, New York. 

28-Feb. 1—Parker House, January 
Gift Show, Parker House, Boston. 


FEBRUARY 


3—Boston Jewelers Club annual 
banquet, Hotel Statler, Boston. 

1-7—San Francisco Gift Show, 
Brooks Hall, Sheraton-Palace, St. 
Francis and Sir Francis Drake Ho- 
tels and Western Merchandise Mart, 
San Francisco. 

11-13—Portland Gift Show, New 
Memorial Coliseum and Plaza Hotel, 
Portland, Ore. 

18—Horological Society of New 
York 96th anniversary banquet and 
convention, International Theater 
Restaurant, New York. 

18-21—Seattle Gift Show, Navy 
Pier #91, Olympic and New Wash- 
ington Hotels and Terminal Sales 
Bldg., Seattle, Wash. 

18-23—-Dallas Market Center Spring 
Gift and Jewerly Show, Trade Mart, 
Market Hall and Mariott Motor Hotel. 


25-27—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

26-27—Canadian Jewelers Associa- 
tion annual convention, Toronto. 


MARCH 

4-7—35th Denver Gift and Jewelry 
Show, Albany Hotel. 

10-13—American Watchmakers In- 
stitute convention and International! 
Watchmakers and Mechanical Instru- 
mentation Congress, Hotel Commo- 
dore, New York. 

17—Manufacturing Jewelers & Sil- 
versmiths of America Ine. annual 
banquet, Hotel Statler, Boston. 

17-18—Kansas Retail Jewelers As- 
sociation annual convention, Lassen 
Hotel, Wichita, Kans. 

19-23—Industrial Diamond Associa- 
tion of America, Inc., annual conven- 
tion, Hollywood Beach Hotel, Holly- 
wood, Fla. 

31-Apr. 3—American Gem Society 
annual conclave, Washington, D. C. 

31-Apr. 10—46th Annual Swiss In- 
dustries Fair, Basle, Switzerland. 


APRIL 


8.9 Alabama Retail Jewelers As- 
sociation annual convention, Dinkler- 
Tutweiler Hotel, Birmingham, Ala. 


Le. yY 
98.29--Oklahoma Retail Jewelers 


Association annual convention, Mayo 
Hotel, Tulsa. 


AUGUST 


5-9_57th Retail Jewelers of Amer- 
ica Convention and Trade Show, Wal- 
dorf-Astoria Hotel, New York. 

94-25—Retail Jewelers of Montana 
annual convention, East Glacier. 


Former Bradley dean 
given gift by alumni 
George J. Wild, dean of the 


‘ school of horology at Bradley Uni- 


versity for some 40 years, was 
honored with a gift from his for- 
mer students in September. 

Wild retired when the Bradley 
school was closed in June. Paul E. 
Morrison, a 1922 graduate of the 
school and a jeweler in Kalamazoo, 
Mich., initiated the idea for the 
gift. 

Morrison presented Wild with a 
check for $400 and a leather bound 
scrap book, containing letters pay- 
ing tribute to the former dean. 
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News of Personnel 











Sidney Schwartz, of New York, has Robert W. McCurdy has been ap- 
been named eastern regional sales pointed sales representative for Wal- 
manager for the portable appliance lace Silversmith’s Rocky Mountain r ‘} 
division of Westinghouse Electric territory. | 1e 
Corp. For the past two years he has 
been district manager of appliance 
sales. 


Harold E. Rich has been named eababatelelle 


manager of the new “Caravelle” di- ‘ 

vision of Bulova Watch Co., Inc. He ( )f ) ’ ; 

i i errection 
is responsible for a sales program for 

Sulova’s new line of economy-priced 

Watches soon to be introduced. 


Gorham Corp. announced the pro- 
motion of William C. Pearce to the 
newly created position of director of 
purchasing. He has been with Gorham 
since 1945. 


Waterman-Bic Pen Corp. has an- 
nounced the following sales appoint- 
Sidney Schwartz Clifford J. Grube ments: 


Metals & Controls, Inc., a corporate 
division of Texas Instruments, Inc., 
announced the appointment of Clifford 
J. Grube to head its newly organized 
jewelry products section. He is a 
past president of the Metropolitan 
New York Jeweler’s Association and 
a member of the American Sales Man- 
agement Association. 


William C. Pearce Eric Roberts 


Eric Roberts has been appointed 
district manager for eastern Pennsyl- 


vania, New Jersey and New York. ™ 9 LY BLY, 
Jack Schiffman was appointed sales 
representative for Brooklyn. He was J D ee 
formerly a retail salesman. 1 \ i C 


| Try the light 
Pian se apt pag — ; test, just as 
a district saies manager for the seth e 
. é, f are ai Slalrs, 
Thomas division of General Time = ae , . ow, vatural stars 
Corp. His territory includes Queens —s i | GEMMA STARS 
and suburban New York. | i - are translucent 
_» » ; (when placed on 
The appointment of Frank C. Park- ‘, | > ’ i a light). 
er as sales representative for Hamil- eines 
ton Watch Co. of Canada, Ltd. and Alvin Levine George Blankenheim 
Wallace Silversmiths (Canada) Ltd. 
was announced recently. He will make 


Norman Siegelwaks Frank C. Parker 


Alvin Levine has been named ad- 
. “ley vertising and sales promotion man- 
his headquarters at the firm’s Mont- : Hy : 

' ager of Golden Shield Corp. He was 
real office and cover the Canadian , es : ae 
Maritime provinces as well as area a national director of merchandising 
Wie - eS aS - aS areas 
in Quel epee for the Watchmakers of Switzerland 

) eC P 
prior to joining Golden Shield in 1959. 


Malcolm M. Morgan has been ap- 
pointed regional sales manager, New 
England territory, for Ultrasonic In- 
dustries, Inc. His previous experience 
includes electro-mechanical and elec- 
tro-optical equipment sales. 


George 7 Blankenheim has been SOLD EXCLUSIVELY THROUGH LEADING STONE DEALERS 
named a sales representative to cover wetas agers ‘ 
parts of Kansas, Missouri, Iowa and | lave ‘O39 AY AA Bal ( OllMNpahlY 
Nebraska for Church & Co., of New- 17 WEST 47th STREET. NEW YORK 36. NY. 
Harold E. Rich ark. 
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Manufacturers’ 


N ( W \ of Products --- Promotions 





Parker plans special promotion 
to boost holiday season sales 


A merchandising idea designed to 
solve several gift-buying problems 
with a single purchase, a_ special 
Christmas offer, and new ballpen dis- 
play assortments have been an- 
nounced by the Parker Pen Co. 

A single package called the “Christ- 
mas 4-Pack” contains four individu- 
ally gift-boxed “T-Ball Jotters.” A 
transparent cellophane outer pack 
presents the gift boxes, each banded 
with a special stretch Christmas rib- 
bon. 

Three of the boxes are closed, the 
fourth open for display purposes. The 
“4-Pack” retails for $7.92. 

Parker also announced it has re- 
styled its “Jotter” gift boxes. They 
now have fold down end flaps and a 
plastic-loop holding device with a 
web corner base. 

The converter for the “convertible 
45” pen, ordinarily available as a 95c 


optional accessory, will be included 
with the purchase of the “45” pen 
during the holiday season. Another 
Christmas gift package will include 
the “45” pen, two large capacity ink 
cartridges anu the converter for the 
pen price alone. Extensive consumer 
advertising will highlight the offer. 
Ten ballpen display assortments de- 
signed to “carry the impact of an ex- 
tensive Christmas advertising cam- 
paign to the sales counter” have been 
introduced. Coordinating the new dis- 
play line of “Jotter” open stock, gift 
set and combination assortments is a 
header card using the jingle, “Give 
the Jotter made by Parker as a 
Christmas gift,” which will be broad- 
cast throughout 90 per cent of the 
U. S. in an intensive schedule of ra- 
dio commercials before Christmas. 
The company said the displays are 
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ready for immediate shipment. The 
headers can be slipped off after 
Christmas to provide a standard dis- 
play. 

Contact the Parker Pen Co., Janes- 
ville, Wis. 


International offers new display 
for ‘Vision’ sterling pattern 


A motion display specially designed 
for International’s new sterling pat- 
tern, “Vision,” holds setting pieces in 
position with black plexiglass, and ro- 
tates at two r.p.m. to expose all an- 
gles of the flatware. 

A free-form base of black plywood 
holds the motor housing and three-di- 
mensional lettering. A display card 
with a photograph of the designer 
and copy is attached to the base. 
Electrically operated, the unit is 15 
inches high, 21 inches long and seven 
inches deep. Dealers who have agreed 
to exhibit the pattern locally will re- 
ceive the display without additional 
charge with their “Vision Exhibit 
Unit” on initial purchase; to others 
the cost is $15 without merchandise. 

A five-piece place setting of the 
new pattern retails for $50 packaged 
in an individual “compact,” a black 
velveteen-lined tray designed for tier 
stacking. 

In October the pattern was fea- 
tured in double page ads in Vogue. 
House & Garden, Town & Country, 
Bride & Home, Living for Young 
Homemakers, Bride’s, Modern Bride, 
Art in America, New Yorker, Craft 
Horizons, Gourmet, Glamour, Made- 
moiselle and Sunset magazines. 

Merchandising aids include a bro- 
chure and a publicity kit. 

Contact International 
Meriden, Conn. 


Silver Co., 


Eversharp ‘Big E’ pen featured 
in full-page Life advertising 


An advertising program to provide 
point-of-purchase selling support for 
the Christmas gift season has been 
announced by the Eversharp Pen Co. 

A full-page ad in the Sept. 1 issue 


of Life ended a seven-year absence 
from major consumer advertising. 
The firm has scheduled two more 
pages in Life for the holiday season. 
The first, appearing Nov. 3, highlights 
the new “Big E” pen, “a two-way pen 
at $2.98.” 

On Dec. 15, the firm will feature its 
new Christmas gift set in a full-page, 
four-color advertisement. The set in- 
cludes the “Big E” pen, matching me- 
chanical pencil, ‘““Rainbow” cartridge 
pack, a packet of lead and a packet of 
erasers for $5 retail. 

The ad will be available as a four- 
color counter card. Contact’ the 
Parker Pen Co., Janesville, Wis. 


New David Sarkin catalog lists 
‘Consumer Styled’ jewelry 


A new catalog from David Sarkin 
contains a collection of diamond and 
birthstone jewelry. The firm said 
each item is “consumer styled” to 
offer the retailer “a _ variety of 


jewelry, appropriately fashioned for 
today’s consumer market.” 

Items featured include diamond trio 
sets, total weight sets, Linde stars, 
birthstone rings, diamond pendants 
and cultured pearls. 

Contact David Sarkin, Inc., 37 W. 
47th St., New York. 


Cultured pearl industry unites 
to sponsor holiday advertising 


By concentrating on the difference 
between cultured and imitation pearls 
—that cultured pearls are grown 
within the oyster—the cultured pearl 
industry in its new advertising cam- 
paign hopes to achieve a_ record 
Christmas selling season. 

The national promotion, which in- 
cludes a merchandising “package’”’ 
for the retail jeweler, is the first to 
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be undertaken as a joint effort by the 
three industry groups involved in the 
sale of more than $50 million dollars 
worth of cultured pearls in the U. S. 
The three groups are the Cultured 
Pearl Association of America, the Ja- 
pan Pearl Growers Association and 
the Japan External Trade Organi- 
zation. 

Full-page ads in Vogue, Harpers’ 
Bazaar, Town & Country, Holiday, 
New Yorker and the New York 


Times Magazine will be dominated by 
a close-up photo of an oyster, with a 
perfect 14 mm cultured pearl wedged 
between the shells. The text is in the 
form of an “interview” with the 
oyster. 

The industry said it is riding the 
crest of an enthusiastic acceptance 
of pearls due mostly to the success of 
the “Kennedy” design, which empha- 
sizes simplicity. 


Tropical fish motif featured 
in jewelry set by Sasson 


A tropical fish motif in hand-made 
sterling silver, set with multi-colored 
amethysts and completed in Floren- 
tine finish, is featured in this man’s 
jewelry set by George Sasson. 

A varied line of modern and tra- 
ditional styles in flowers and animals 
is available. The set shown is $9 
Keystone. 


Contact George Sasson, 350 W. 


3ist St., New York. 
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Syroco ‘distressed’ finish 
offered for wall accessories 


Syroco has introduced a new finish, 
“distressed walnut,” for wall acces- 
sories. The firm said the hand-rubbed, 
walnut colored finish is shaded and 
accented with pinpoints of antiquing, 
“lending an old-world heirloom ele- 
gance to every piece.” 

Available on selected items includ- 
ing pieces from the “Capri” collec- 
tion, the convex “sunburst” mirror 
and matching clock, several sconces 
and designs in the “Palazzo’”’ collec- 
tion. 

Contact Syroco, Inc., c/o Syracuse 
Ornamental Co., Inc., Syracuse, N. Y. 


New ‘Phono Trix Interphone' 
has master, remote stations 


An all-transistor, battery-operated 
three-station intercom system has re- 
cently been added to the Phono Trix 
line. Called the “Phono Trix Inter- 
phone,” the firm said the portable 
communications system “is designed 
to provide convenient, true-fidelity 
room-to-room communication at low 
cost, and can also be used as a loud 
speaker or baby-sitter.” 

It consists of a master and two 
remote stations, and is said to oper- 
ate for months on six penlight bat- 
teries. 

The master station is in an all- 
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metal housing 5% x 5% x 4 inches 
in size. The remote stations are in 
polyethylene cases 3% x 1% x 3% 
inches in size. 

The unit is priced at $39.95, in- 
cluding the three stations and 100 
feet of wire, packaged in a two-color 
carton which doubles as a counter 
display. 

Contact Matthew Stuart & Co., Inc., 
156 Fifth Ave., New York. 


New gift wrap paper series 
shows colored military scenes 


Tie-Tie’s newest series of gift pa- 
pers, the “American Heritage” col- 
lection, is “reminiscent of Valley 
Forge, General Washington, the ear- 
ly American navy and the U. S. Ma- 
rine infantry of 1776” with designs 
executed in red, white, blue and gold. 
The new papers are available in 
quantity counter rolls for store use, 
and provide a gift wrap suitable for 


“almost any occasion during the 
year.” 

One pattern, called “Let Freedom 
Ring,” is made up of military scenes 
in red and blue on a white back- 
ground. 

For resale the papers are provided 
in two-sheet jackets which retail at 
25c. 

Contact Chicago Printed String 
Co., 2300 Logan Boulevard, Chicago, 
Il). 


Airguide suggests new profits 
with ‘Weather Shop’ displays 


Constantly growing interest in the 
weather creates a profitable oppor- 
tunity for the alert merchant, accord- 
ing to the Airguide Instrument Co. 

The firm suggests jewelers show 
a selection of thermometers, hygro- 
meters and barometers in a section 
called “The Weather Shop.” 

Space requirements and inventory 
investment need not be great. The 
firm said several square feet of wall 
or counter space and $100 in inven- 
tory can start the project. Wall and 
counter signs and displays are avail- 
able, along with the “Airguide Sales 
Tip Booklet,” designed for store sales 
personnel. 

Contact Airguide Instrument Co., 
2210 W. Wabansia Ave., Chicago, Ill. 


Bell & Howell slide projector 
produces ‘lap dissolve’ effect 


A new slide projector from Bell 
& Howell that gives “still pictures 
the flowing continuity of movies” was 
introduced recently. 

At the touch of a button on a 


pistol-grip remote control on the new 
machine, the firm said, one slide 
slowly fades from the screen as 
another takes its place. 

The firm said this is the first time 
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this effect has been produced by a 
single standard projector. Dramatic 
effects can be achieved by changing 
only certain elements of a scene in 
consecutive pictures, such as a front- 
vard showing the change of seasons. 

The machine, called the “Tandem- 
Matic Professional,” is really two 
separate optical SVs- 
tems housed side-by-side in a single 


seven-element 


unit. 

Made of magnesium and 
finished in gun-metal gray and char- 
coal, it weighs less than 22 pounds 
and measures 14% inches in length 
and width and eight inches in height. 
Model 700A is priced at less than 
$300 retail. 

Contact Bell & Howell Co., 7100 
MeCormick Rd., Chicago, Ill. 


die-cast 


Dual-purpose display offered 
for pre- and post-holiday sales 


The Hadley-Kalbe Corp. is offering 
a new two-purpose display. An ebony 
colored plastic and velvet display fea- 
turing men’s jewelry items is held by 


a Santa Claus for holiday selling. 
After the holidays the display sits 
on its own easel for standard use. 
Contact the Hadley-Kalbe Corp., 
13 W. 24th St., New York. 


Benrus uses 16 to 18 karat gold 
in special hard plating process 


The “unique quality features of 
hard gold plating” are incorporated 
in many of Benrus’ new watch cases. 
The firm said hard gold electroplat- 
ing uses 16 to 18 karat gold, com- 
pared with 10 karat gold for rolled 
gold or gold filled finishes, and added 
that the resultant finish is more re- 
sistant to tarnish and corrosion and 
retains its luster longer. 

Although higher karat gold is or- 
dinarily softer, Benrus asserted, a 
special process converts the high 
karat finish to a surface three times 
harder than rolled gold or gold filled. 
The hardness and denseness of the 
processed gold also produces a 
smoother, shinier surface. 

The process is said to be unique in 
that it allows case parts to be pol- 
ished before plating so that all sur- 
face imperfections produced in man- 
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ufacturing are removed. Only a light 
final buffing is needed after plating 
to achieve a “mirror-like” finish, at 
the same time insuring uniform cov- 
erage of the entire case surface, in- 
cluding the corners and edges where 
most wear occurs. 


Cordova makes special offer 
on charms and 12-unit display 


CHIAKMS 
For All Occasions 


A special charm offer with a dis- 
play tray has been introduced by 
Cordova Jewelry Manufacturers. The 
display contains 12 %-inch 14K disc 
charms, each brocaded and stone set. 
The selection covers most gift giving 
occasions. Charms and display tray, 
$114 Keystone. 

Contact Cordova Jewelry Manufac- 
turers, 38 W. 48th St., New York. 


Arzt offers adjustable finding 
in variety of metals and styles 


A new adjustable earring finding 
which the manufacturer says will 
end customer dissatisfaction caused 
by loose or pinching earrings has 
been introduced by Emanuel Arzt. 

Called “Adjust-O-Dial Ear Clip,” 
the finding is provided with six sepa- 
rate adjustments which permit the 
wearer to loosen or tighten the ear- 
ring until comfortable. 

Available in a variety of metals 
and styles. In 14K yellow gold, No. 
105, $5.90 Keystone per pair; No. 
100, also 14K yellow gold, $7.70 Key- 
stone per pair. 


Contact Emanuel Arzt, 7 W. 45th 
St.. New York. 


Brazing alloy reference chart 
offered by Engelhard Industries 
A brazing alloy reference chart, 
listing metal compositions, density 
and melt and flow temperatures for 
Silvaloy silver brazing alloys and 
Engaloy precious metal brazing alloys 
has been published by the American 
platinum and silver division of Engel- 


hard Industries. 

The chart details 37 compositions, 
including all commercially important 
silver base alloys and many special 
purpose compositions. The firm said 
the 19 precious metal compositions 
listed are ideal for atmosphere braz- 
ing and provide the higher brazing 
temperatures required for vacuum 
tube, aircraft and missile use; good 
corrosion resistance, and minimum 
diffusion into base metals. 

Contact the Technical Service De- 
partment, Engelhard Industries, Inc., 
75 Austin St., Newark, N. J. 


New brass trimmed billfold tray 
offered by Amity as dealer bonus 


A billfold tray valued at $5 is of- 
fered as a bonus with a new assort- 
ment of men’s billfolds from Amity. 

Eight “Director” and “Identifier”’ 
models in a variety of leathers are 
offered. All are gift boxed in new 
“Presentation Packages.” The billfold 
tray is ash grained and brass trim- 
med. Priced at $81.30 Keystone. 


Leather Products 
Ave., West Bend, 


Contact Amity 
Co., 723 Fourth 
Wis. 


Golden Shield offers a new radio, 
guarantees transistorized line 


The “Monticello,” an AM-FM twin- 
speaker table radio, has been added 
to the Golden Shield by Sylvania line 
exclusively for credit retailers. 

Each set is equipped with an out- 
let for Multiplex FM reception, when 
used with a multiplex adapter. This 
is the system of transmitting stereo- 
phonic signals from the same FM 
station, recently approved by the 
FCC. 

The radio has a newly developed 
chassis which offers eight-tube per- 
formance and is designed to permit 
“instant play” without a warm-up 
period. The firm said this was pre- 
viously found only in transistorized 
sets. Available in turquoise, grey or 
white at $69.95 retail. 

In another recent announcement 
Golden Shield said a new five-year 
parts-and-labor guarantee on _ its 
transistor radio line, the first offered 
to the jewelry trade, is featured in a 
series of newspaper ad mats. De- 
signed as a supplement to the current 
advertising mat book provided deal- 
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ers, the series covers all five Golden 
Shield product lines. 





























Contact Golden Shield Corp., Great 
Neck, N. Y. 


Bentley uses magazines and TV 
in Fall advertising campaign 


Bentley Lighter Corp. is using net- 
work TV, magazines and newspapers 
in its Fall promotion campaign. 

The first insertion on the magazine 
schedule, a full-page ad featuring the 
$4.95 model, uses microsecond photog- 
raphy to show the refill tank being 
dropped into the case. The ad is fea- 
tured in Sports Illustrated, the New 
Yorker and Playboy. 

Follow-up magazine and newspaper 
ads feature automatic windproof 
butane lighters at $5.95 as well as 
the $4.95 models. The entire line is 
featured on TY. 

Bentley added that promotional ac- 
tivities are being conducted at the 
retail level. 

Contact Bentley Lighter Corp., 15 
West 38th St., New York. 


Rival offers ‘Broil-O-Mat' 
portable electric table broiler 


Rival has come up with an appli- 
ance “designed to do a safe, smoke- 
less job of broiling.” The “Broil-O- 
Mat” portable electric broiler comes 
in a four-piece set including an alu- 
minum broiler cover, aluminum rack, 
“extra-deep”’ and six-foot de- 
tachable cord. 

The broiler is 12 inches wide, seven 
inches high and has a ceramic-im- 
bedded 750-watt infra-red heating 
element which operates on 115-volt 
AC or DC current. 

Other features include a “Tilt-Top” 
safety cover, specially hinged for 
quick removal of foods, and a front- 


base 


mounted Bakelite handle. 

The four-piece set gift boxed re- 
tails at $9.95. 

Contact Rival Mfg. Co., 36th and 
Bennington Sts., Kansas City, Mo. 
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Guggenheim offers new catalog 
for 1961-62 wholesale lines 


Leo Guggenheim has announced the 
completion of a new 1961-1962 whole- 
sale jewelry catalog. Contact Leo 
Guggenheim, 9 Maiden Lane, New 
York. 


B. D'Elia & Son offers free 
newspaper ad mats fo retailers 


A series of newspaper ad mats by 
B. D’Elia & Son featuring cultured 
pearls is offered to retailers without 
charge. The mats, first of a series, 
are “designed to obtain maximum at- 
tention and readership” by “stimulat- 
ing the fashion and quality conscious 
consumer’s interest in cultured 
pearls.” 

Contact B. D’Elia & Son, Inc., 665 
Fifth Ave., New York. 


Boardman & Co. issues flyer 
describing and pricing pewter 


A black and white flyer 
ing “Colonial and modern” 
pewter by Boardman is being 
tributed. 

The firm said the flyer, which lists 
all prices retail, can be used as a 
mail stuffer to build additional sales. 

Contact J. C. Boardman & Co., 408 
Chapel St., New Haven, Conn. 


describ- 
styles in 
dis- 


Feature Ring offers store aids 
to supplement national ad drive 


Feature Ring Co. is offering new 
merchandising aids to supplement its 
advertising and public relations cam- 
paign for “Feature Flex” diamond 
rings. These include window dis- 
plays, store banners and streamers, 
lapel buttons for sales personnel and 
sales training booklets. 

The firm said that in 
regular advertising, new 
stories are being scheduled in 
circulation women’s magazines. 

Contact Feature Ring Co., Inc., 130 
W. 46th St., New York, or your 
wholesaler. 


addition to 
product 
top- 


A. T. Cross uses Linde Stars 
in new ball point pen refills 


Linde synthetic star rubies are be- 
ing used as ball points for a new 
ball pen refill recently introduced by 
A. T. Cross. Linde said the highly 
polished gem surface lends itself to 
application in the new refills and 
brings about a 15 per cent longer 
refill life. 

Contact A. T. Cross Co., 1058 Broad 
St., Providence, R. I. 


Napier offers compact display 
for showcase or window use 


Napier has introduced a compact 
display designed to fit on a showcase 
or in a store window. The unit is said 
to “show a surprisingly large number 


of items in a relatively small but 


compelling space.” 


Contact Napier Co., Napier Park, 
Meriden, Conn. 


J-B introduces new calf strap, 
> | 5 * 

adds display to ‘Serenata’ line 

A new smooth calf strap was re- 
cently added to the Jacoby-Bender 
“Serenata” series of suede and lizard 
straps for women. It is available in 
brown, black or navy in factory dis- 


play assortments C-62, assorted col- 
ors, or C-63, all black. 
The display features a new clear 
package and color lithography. 
Contact your wholesaler. 


College Seal charms available 
for fast ‘in-stock’ delivery 


College Seal announced that their 
college charm assortments are avail- 
able on an “in-stock” delivery basis. 
The firm said the upsurge of popular 


interest in college charms has made 
this step necessary to meet the de- 
mand on jewelers. 

Designed to be worn singly on neck 
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chains or in clusters on bracelets, 
each charm is a college seal in minia- 
ture. They are fashioned of sterling 
silver or 14K gold in %& inch and % 
inch sizes for most accredited four- 
year colleges in the U. 8. 

Contact College Seal and Crest Co., 
Cambridge, Mass. 


GE offers sugar, creamer set 
to boost coffeemaker sales 


A special fall promotion from Gen- 
eral Electric’s portable appliance de- 
partment is offering a Paul Revere 
styled sugar and creamer set as a 
bonus to each purchaser of a G-E 
coffeemaker. 


The consumer may choose any one 
of the company’s three coffeemaker 
models, the new model P-33 stain- 
less steel ‘“Peek-a-Brew,” “deluxe 
automatic,” or model P-41 “Peek-a- 
Brew.”’ The sugar and creamer set 
is said to represent a comparable re- 
tail value of $4.95. 

Dealers who participate will re- 
ceive counter cards covering the offer, 
and the promotion is nationally ad- 
vertised in this month’s issue of 
McCall’s magazine. 


Toastmaster intensifies fall 
magazine advertising campaign 


The Toastmaster division of Mc- 





RYYALE; 


“entrusted to the finest 


Here’s the watch line you can show with confidence. Confidence in 
satisfying your customer’s desire for quality, accuracy, dependability 
and styling. Confidence in the knowledge that this fine Racine line is 
entrusted to fine jewelers only. Whether your requirements are for 
but a few pieces or the entire line in depth, you can be sure of our 
complete service cooperation. Available through your local distributor. 
Retail price range $38.50 to $180. Write for catalog. 





“RACINE 


& Company, Inc. 


20 WEST 47th ST., N.Y.C. 


Distributors: I. ALBERTS SONS, INC., Boston, Mass.; JOS. B. BECHTEL CO., INC., Phila; B-H-K CO., 
INC., Milwaukee, Wis.; A. C. BECKEN CO., Chicago, Cincinnati, Denver, Nashville; WM. R. KATZ CC., Dallas, 
Texas; E. W. REYNOLDS, Phoenix, Ariz, A. H. FICKEN CO., Cleveland, Ohio. 
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Graw-Edison Co. has launched “the 
biggest fall advertising campaign in 
recent Toastmaster history.” 
Thirty-three ads started appearing 
in 15 consumer magazines during 
September and October, and will con- 
tinue through November and Decem- 
ber. The company said the ads, in 
black and white and four-color, have 
been designed for maximum attention 
value through startling illustrations 
and arresting headline treatment. 


Toastmaster is using nationally 
known food products in some of the 
ads and giving the labels good visi- 
bility. This was done, the company 
said, to help project the reader into 
a familiar situation. 


Sign and showcard kit contains 
5,300 letters and numerals 


Webway has introduced a sign and 
showeard maker consisting of 5,300 
large, medium and small colored let- 
ters and numerals which are “stuck 
down like postage stamps on lined 
cards.”’ 

The units are arranged in “quick- 
pick” trays. The firm said the cost 
per sign is about 5¢ each for small 
signs and 15¢,for “elaborate” ones. 
No oils or paints are required. 

The signmaker is being offered for 
a month’s trial use without charge. 

Contact the Holes- Webway Co., 
St. Cloud, Minn. 


Gemex expands watchband line 
to include children, teenagers 


Gemex has introduced the “High- 
lander” line of metal and leather 
watchbands for children and _ teen- 
agers. The gold filled bands retail for 
$3.95 FTI, stainless steel at $2.50. 
The leather straps come in one dozen 
assortments in a variety of colors, 
leathers and buckles at $7.50 per doz- 
en Keystone. 

Gemex said the move into a child- 
ren’s line has been made to give 
jewelers a complete watchband de- 
partment under one brand name. 


Gemex Precision Metals, 
Union, 


Contact 
Inc., 1200 Commerce Ave., 
eS 
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Towle offers $12,000 in prizes 
in ‘Bride-of-the-Year' contest 


Towle Silversmiths have announced 
a “Bride-of-the-Year” contest. The 
firm said more than $12,000 in prizes 
and cash _ will be given away. Grand 
prize winner will receive $2,500 in 
cash, a 141-piece sterling service in 
her favorite pattern, a 60-piece set 
of Lenox china, a 60-piece set of 
Fostoria crystal and a 15-piece set 
of Carvel Hall cutlery. There are 
1,025 prizes in all, with a $500 prize 
for the store that registers the win- 
ner and $200 prize to the sales-per- 
son within that store registering the 
winning customer. 

Two-page ads in nine national 


Special effects and decorations 
highlighted the meeting, including 
simulated rockets, space capsules, as- 
tronaut “G” suit displays and photos 
of sales representatives in space hel- 
mets. During a break in the sessions, 
an airplane performed aerial acro- 
batics. 


New ‘Eagle’ pint-sized anvil 
offered by Fisher & Norris 


The “smallest anvil made for prac- 
tical use”’ is being produced by Fisher 
& Norris, makers of “Eagle” anvils. 

The firm describes it as a hard 
chrome-plated cast alloy that with- 
stands heavy impact. It can be used 


i” *¢ a 
Sie. om 
by watchmakers or jewelers or sold 
to hobbyists. Priced at $11.90 Key- 
stone in lots up to 50. Discounts are 
allowed on larger quantities. 

Contact Fisher & Norris, 301 Mon- 
mouth St., Trenton, N. J. 


magazines in October simultaneously 
introduced the contest and Towle’s 
newest sterling pattern, “Vespera.”’ 
Contest registration started Oct. 
16 and will continue until Dec. 31. 


Swedish Metalcraft introduces 
place mat display for ‘Singola’ 


Display place mats with a plastic 
rose decoration are offered without 
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less steel flatware. 
Contact Swedish Metalcraft, Inc., 
696-698 Palisade Ave., Teaneck, N. J. 


Keystone sales theme announced, 
‘Horizon’ cameras emphasized 

“A/OK All-Out Keystone,” the 
1961-62 sales theme for the Keystone 
Camera Co., was introduced recently 
at a four-day national sales meeting 
in Boston. 

The most extensive line of cameras 
and projectors to date, coupled with 
stepped-up marketing plans, are pro- 
jected for the coming year, the com- 
pany said. Special attention was 
focused on the new “Horizon” series 
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[hisi5a - is PEERLESS METAWA PEWTER 
eo Welcome a family of elegant, beautiful pewter pieces—all 
directly related to one word, ‘‘Quality.”’ Sleek, graceful, of 
finest pewter and most urbane design. Shown: the set—coffee 
pot, teapot, cream and sugar, and tray—$37.75. Candlestick— 
$5.00. Cream and sugar set, with tray—$9.00. Swan-like bud 
vase— $4.50. (All prices, dealer's cost.) Get set for sales. 


Schmid Brothers. inc. 
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of cameras, which will be included 
in “exclusive” dealer packages. 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 196! 129 





PART IV by Henry B. Fried 


A WATCHMAKERS GUIDE TO 
ELECTRICITY 


@® We have learned that a compari- 
son of water and electrical current 
shows that we measure water 
quantity in gallons; electricity in 
coulombs. Water pressure is meas- 
ured in pounds per square inch; 
while electrical pressure is meas- 
ured in volts. The flow of a current 
of water is measured in gallons per 
second. In electricity, this flow is 
measured in amperes. 

One gauge peculiar to electricity 
is the resistance or impedance to a 
current. This resistance is meas- 
ured in ohms. The knowledge of the 
nature or measure of a resistance 
to an electrical current is of great 
importance and assistance to a 
watchmaker who works on electric 
watches or clocks. 


OHM'S LAW 


Ohm's Law is a simple formula 
that anyone can learn. It requires 
only elementary math. With it you 
can gauge the amperes, volts and 
Ohms of any electrical circuit or 
device. With this knowledge you 
can detect flaws in the electrical 
circuit, coils, contacts and general 
efficiency of a watch or clock. 

igure 31 shows us that know- 
ing any of the two values, we can 
obtain the third. 

For exampie, we have a problem 
deciding how large a current a sin- 
gle cell (114% volts) will send 
through a wire with a resistance 
of 300 ohms. It is solved easily: 

Amps — Volts divided by the re- 
sistance (300 ohms). In simpler 
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.é “ 
form, es —= .005 or five thou- 


sandths of one ampere, also termed 
five milliamperes (thousandths of an 
ampere). 


PRACTICAL APPLICATION 


Now let’s apply this knowledge 
to the repair and adjustment of an 
electric watch. The French (Lip) 
electric watch operates on two con- 
nected coils of wire (Figure 29), 
each containing 5000 turns. From 
the stated current of six micro- 
amperes (six millionths of an 
ampere or .000006) under a voltage 
of 1.50 volts, we can find the proper 
resistance value of the coils. 

With a sensitive ohmmeter, we can 
test whether the coil is defective. 
Using our formula Ohms = Volts 
Amps we substitute our known 
value or 1.5/.000006 = 250,000 
ohms. Should our meter read much 
less than that number, we can as- 
sume that a short exists in the 
coils. In Figure 32, such a device 
is shown testing the coil efficiency 
of a Hamilton electric watch. 


WIRE RESISTANCE 


The resistance of a piece of 
metal wire depends not only on the 
type of metal used for the wire, 
but also on its length, tuickness 
and temperature. 

The longer the wire, the greater 
the resistance. Suppose a length of 
wire 100 feet long has a resistance 
of one ohm; the same wire 100,000 
feet long would then have a resis- 


tance of 1000 ohms. If the same 


length of wire was subdstituted for 
one with a cross section of half the 
area, the resistance wou'd be 
doubled, and this wire would have 
a resistance of 2900 chms. 

icy example, let us take again the 
L:p electric watch wich ics coils 
t.taling 10,000 turns cf wire. The 
thicxness of the wire is .025mm. 
Since: we know the resistance of the 
coils to be 250,000 ohms, we can 
divide the 10,000 turns into the 
250,000 ohms resistance and find 
that the wire has a resistance of 
25 ohms per turn (approximately 
—because the inner turns are 
shorter than the outer layers of 


wire). 


? 


If the Hamilton electric watch 
has a stated 3100 ohm resistance 
in its coil, and uses a 1% volt cell, 
what is the amperage? gee 


Figure 2S. The Lip electric watch 
operates on two connected coils of 
wire totaling 10,000 turns. 
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FIGURE 31 — OHM’S LAW MAY BE EXPRESSED IN THREE WAYS 





IN TERMS OF MEASURED IN FORMULA EXPLAINED: SIMPLIFIED FORMULA 








PRESSURE (VOLTS) yer. wu 


A 
essen tahoe RESISTANCE [OHMS] ORM 








RESISTANCE TO | PRESSURE (VOLTS) VOLTS 
FLOW OF ELECTRICITY CURRENT (AMPERES) AMPS 








ELECTRICAL CURRENT (AMPERES) VOLTS 


ORESSURE X RESISTANCE (OHMS) AMPS X OHMS 








rs 


Figure 31. A simplified explanation 
of Ohm’s Law. In electrical termi- 
nology, the symbol for volts is ‘‘E.’’ 
Amperes is expressed as “‘l’’ and 
ohms as “R.’’ Standard electrical 
formulae, such as E=--!IR and its 
variations, were omitted for sim- 
plicity. 








Figure 32. Knowledge of Ohm’s Law 
is being put to use. An ohmmeter 
is used to test the effectiveness of 
a coil on the Hamilton electric watch 
balance. 




















Courtesy of Hamilton Watch Company 
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WORKS H O P 
QUESTIONS 
and ANSWERS 


WRIST RASH—We have a cus- 
tomer who gets a rash on his 
wrist when he wears a metal 
watch band. He gets no rash on 
his finger when he wears a ring. 
His doctor says he is allergic to 
metal on his wrist or forearm. 

What is your experience with 
such cases? Where can we pur- 
chase plastic lined metal watch 
bands? He doesn’t want to wear 
leather straps.—Palone & Kess- 
ler, Carmichaels, Pa. 

Answer: I don’t think your 
customer has much choice in 
material that will not affect his 
wrist. While I must defer to his 
physician’s judgment, I sus- 
pect the problem might be 
trapped perspiration, plus a 
daily accumulation of grime. 
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Using a plastic material next to 
his wrist will give him the same 
trouble. 

If he doesn’t like leather let 
him wear gabardine or good lin- 
en straps. Many watch band 
manufacturers make metal 
bands with leather lining. 

* aS 
PHOTOENGRAVING—In our store 
we have sold quite a number of 
gold lockets, charms, etc. We 
have several fine gold charms 
which are made with gold leaves 
or pages where pictures may be 
etched. I believe a small snap- 
shot is used to begin with and 
the picture etched with a solu- 
tion of nitric acid. 

I am interested in learning 
how this is done and would ap- 
preciate your advice.—Joseph 
W. Huff, Rosewell, N. M. 

Answer: Your question is in- 
teresting in that it deals with 
photoengraving. As you are 
doubtlessly aware, this is a 
highly skilled field and virtually 
closed to all except those fortu- 
nate enough to be employed 
therein. 

Briefly, the process is one, as 
you correctly note, of etching. 
The metal to be etched is coated 
with a light-sensitive material 
that will withstand the action of 
acid after developing. 

A negative of the desired pic- 
ture is placed on the sensitized 
surface together with a half 
tone screen. This is a piece of 
glass which contains up to 40,- 
000 light-passing spaces. per 
square inch. After exposure to 
a powerful light the metal plate 
is developed and then etched. (If 
you look at a printed picture 
through a magnifying glass you 
will notice it is made up of thou- 
sands of dots.) 

When the metal is etched to 
the required depth it is removed 
from the acid, usually dilute ni- 
tric, and rinsed. There are other 
intermediate steps such as pre- 
venting the acid from under-cut- 
ting the dots that are formed 
and thus removing them. After 
the metal plate is dried it may 


be inked and printed on paper. 

However, to see the picture 
before printing, the entire sur- 
face is covered with an ink of 
contrasting color to the metal 
and the top wiped clean. This 
leaves the spaces between the 
dots filled with color, making the 
picture visible. 

Photoengraved plates used in 
printing are made from either 
zine or copper. Unfortunately, 
although I have seen examples 
of this work among some old 
pieces of gold, particularly 
watch cases, I know of no one 
who has been able to produce 
photoengraving on gold in mod- 
ern times. Perhaps it is because 
the action of the acid causes the 
temperature of the metal to rise 
so that the sensitized material is 
lifted off the surface of the 
metal. 

Most of the pictures produced 
on metal today are made by sen- 
sitizing the surface of the gold 
and photographically printing 
the picture thereon. The results 
are lovely, but vulnerable to 
scratches. 





FRIED'S 








Clocks and watches made af- 
ter 1700 are not overly rare, but 
17th Century clocks and watches 
are—and are becoming more so. 
Watches made before 1700 are 
rare; those made before 1600 
quite scarce. Many clocks made 
prior to 1650, before the advent 
of the pendulum, are not desired 
by collectors because originals 
were altered. 

When first made, their regu- 
lating and timekeeping device 
was the “‘foliot” or twisted cord, 
with a yoke type balance. They 
were poor timekeepers. When 
Huygens applied the pendulum 
to the clock, most of the foliot 
clocks were converted to pen- 
dulum timepieces. 


* * * 


GRANT WATCH—I have a watch 
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i : 
) Master gives you a choice 


THE TYPE FOR YOUR PARTICULAR NEED 














WATCH-RATE RECORDER 
reference or given customers as 
- work. Watch- 
100.000. 


DRUM MODEL, 


Preferred by those whose work requires the 
thorough analysis and exacting correction of prob- 
lem watches. Note the sharp dots on calibrated 
paper for quick, accurate reading. Charts may be 


saved for future 
of the ex ellency of vou 


guaranteed, | part in 


* most 
evidence 
Master accuracy 
Odd-beat watches print straight, on-time records 









































TAPE MODEL, WATCH-RATE RECORDER 
Like the drum model, 
guaranteed to | part in 100,000. Odd-beat watches 


Preferred where the instantly visible watch ‘records ink or ribbon. accuracy 1S 
permit fast work on commercial repairs and where 
continuous charts are desired. Prints by helix. No print straight, on-time records. 


oe owt? 
Ss = WATCH CLEANER 


ho __ 
Complete in one cabinet 


thorough. 


Safe, fastest, most 
- cleaned 


a a p. 
ar pe §=6Several watches may be 
Pre-set timing of clean, 


MOST BENCH ADVANTAGES en. & > 
LOWEST MAINTENANCE “3 oe ey : Bs gga iro pete i Sia 
LONGEST LIFE Ga a rca 
GREATEST VALUE Z 
ELIMAG WATCH DEMAGNETIZER 


15 times stronger than ordinary 
sec. 


. -- . ‘Cc yy” : , - > ] 
devices. Operating time 49 
° ELIMAG MAGNETISM ELIMINATOR 


DRUM AND TAPE WATCH-RATE RECORDERS ULTRASONIC WATCH AND JEWELRY CLEANERS 


| AMERICAN Vm UA 


$ A DIVISION OF THE BULOVA WATCH COMPANY, INC. 
61-20 WOODSIDE AVENUE, WOODSIDE 77, L.I., N.Y. 
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3 that belonged to my great-great mn | since 1877 
Kepair All i Vatches grandfather, who lived in Eng- iz. BOWMAN 
WITH UNBREAKABLE land and died in 1806. It is oe Sek. TECHNICAL 
marked “Grant, Fleet Street, Progen s Be SCHOOL 


’° ° er Tio +P ) Cc i Ww h- 
London.”” Movement number is hub rasa TT TP nggien Pygee a 


2081. Case is 18K yellow gold, ) ne is 
and the marks inside the case 


C. E. BOWMAN, Prineipal envtine 
M A / NS D R / N G appear to be a leopard head INDIVIDUAL INSTRUCTION 


faring « row » MNitiale Our graduates pass certified master watch- 
wearing a crown, the initials maker tests and state examinations and are 


\ SS A / “WR,” and the letter “S.”’ Could in great demand. 
\epd fol 4 you give me any information Send for free Catalogue 
about this? — Adela DuVernet, ‘Your Future & Our Scheel" Bowman Bidg., Lencester, Pa. 


Greenville, S. C. Ve NEVE 

SWISS MADE—N-DUR-ALL is made in the , a TE ae ee Se: Se ee 

tradition of Swiss precision accuracy. Swiss sacle 

craftsmanship you know and trust and so do Answer: John Grant of Fleet Courses Approved for 

your customers. pa . 1 Vet & Stet uiett 

UNBREAKABLE—N-DUR-ALL's unique white Street, London, made this watch eterons & Stete Rehabilitation 
t breakable. A ° ;, oy ' ; 

ee in 1793. After his death in 1810, 


mainspring at a competitive price. 
FATIGUE PROOF—Keeps watches running so 8 . 22 HRs 
sosurabely your aller sour. . . WOUDOAL his son, John, Jr., carried on 
mainsprings absolutely will not set. business at the same address 
ANTI-MAGNETIC—N-DUR-ALL is positively ‘ a 

non-magnetic. until 1840. Grant was a famous 


RUST-PROOF, ACID RESISTANT as ait ae een » A 
N-DUR-ALL is the finest Swiss quality at maker of fine watches. Some of NEON warn crown CO. 


no extra price. Tell your customers you = — wa oo, . pei 
use precision Swiss mainsprings and set a his work is display ed in the Complore fine eld Filled Crowns 
+ 


Se ae cae ae ee N-DUR-ALL British Museum. The crowned Sold through Wholesalers & Jobers 


a ee ee ee Leopard’s head on the case in- 


Ask Your Newe!/ Jobber dicates that this watch was Walch Case 


For Genuine W hite Alloy made before 1823, after which 
Swiss N-DUR-ALL 


Finest quality genuine white alloy. 














2 : S oat : | We repair all types of cases, chrono- 
aC HAL the leopard head is not crowned. — [graphs and stainless, and make coi 
. , “ay springs for cases. e also sell use 
The style of the letter “S’’ that  [?piczement movements. 
Write for Information 


rae NEWALL mre. co. you inclose indicates that this BECKER-HECKMAN COMPANY 
CHICAGO 2, iit is the hallmark of the year 1793. 29 East Madison Street Chicago 2, Illinois | 




















for ILLINOIS, WISCONSIN, IOWA, 
MISSOURI, MINNESOTA, KANSAS 
to sell these famous brands of diamond rings 


Vass See * Customized * Miracle 


IN ADDITION LOOSE DIAMONDS TO TOP RETAIL JEWELERS 
* excellent opportunities for substantial earnings 
* only experienced diamond salesmen need apply 


* communications held in strictest confidence 
Write in detail 


SHIMAN BROS.— COLONIAL INC. 


304 East 45th St., New York 17, N. Y. MUrray Hill 6-4820 
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DIAMOND BUYER. Exceptional ex- 
ecutive ability for taking complete 
management of any diamond or 


ring concern. Expert’ assorter. 


RATES AND REGULATIONS Would consider part time affiliation. 


Many years of devoted experience 


“SITUATIONS WANTED"—Regular type $3.00 first 25 words; Scat bocce” Wine 


Highest references. Write, “667,” 


additional words, 10 cents per word. Heavy type $8.00; addi- care of JC-K. 
tional words 25 cents per word. oe Sen’ Ch” panna ie 


“HELP WANTED" —“LINES WANTED”—and “SIDE LINES” — Twenty years experience manufacturing 
Regular type $5.00 first 25 words; additional words 15 cents SmEeink Guin dae ae aaa 


Work 


per word. Heavy type $8.00 first 25 words; additional words knowledge all phases production. Effi- 


cient Supervision of same, trom making 


a he model to Snished product. Presently 
ALL OTHER HEADINGS—Regular type $9. 00 first 25 words; “hts i Nggressive firm only Address, 
additional words 25 cents per word. Heavy type $13.25 first a eo ee 

25 words; additional words 30 cents per word. 


Name, Address, Initials and Abbre- @ Advertising matter addressed to 
viations count as words. classified advertisers will not be de- 
livered. 


lf answers are to be forwarded, 20 @ Classified ad form closes 10th of 
cents extra to cover postage must the month preceding date of issue. 


an @ A box number when used in ad ‘OSTUME JEWELRY salesman, traveling 
counts as five words, that is, Ad- ‘alif.. Ariz., New Mexico. Seeks com- 
No Agency Commission. dress #13, care of J C-K.” pact. line. Address, “F, 7046," care ot 


In answering Box Numbers address envelope "Box —,"’ care of Jewelers’ NEED DIAMOND. JEWELRY or giftware 
Circular-Keystone, unless otherwise instructed. In answering ads, do not line to go with prestige watch ‘line for 
enclose letters of recommendations. Northwest states. Twenty-five years ex- 

perience. Address, “W, 7025, care oft 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. JC-K 


SALESMAN. Excellent following to the 
finest stores in North Rocky Mountain 
states. Seeks companion line to quality 
eold filled line. Address, “F, 7064,” care 
of JC-K 


DIAMOND AND JEWELRY BUYER 
Retail and wholesale experience in own 
business past 10 years. Able salesman 
q>\ ecve ‘) ‘ Masses oO reiTyv . , 
pe ash FP ar re Fao Fg we yw'd SALESMAN : seasoned, able, good follow - 
dress, 663," care of JC-K. ing, West _and , Southwest ; — 
established line with draw; no promo- 
tional lines please; address, “R, 6901, 

JEWELRY SALESMAN, Ohio, Indiana. care of JC-K 

RETAIL jewelry store salesman desires West Virginia. With long years of 

position with re lis ible jewelry store ¢ x perience in traveling, wholesale, re- -ALESMAN Missouri resident, wants one 
Address, “R, 7033," care of JC-K. tail jewelry. Desires connection with page eer Me line for wholesalers, chains and 


: . . major 

a4 ~S | . ‘Trea " wt = Te ‘ Se ° 
progre ve ; HT m. Excell nt referen ef volume buyers. Fifteen years e xperie nce 
Address, “S, 7051 care of JC-K R 


<-ETIRED JEWELER. Retail selling ex- in Midwest and Southwest. Address, “X 
perience, desires part time employment 7047,” care of JC-K. 
best references. Self employed 34 years DIAMOND APPRAISER-SALESMAN , 24) 
Phila. area. Address, “W. 7026.” care Excellent background. Middle age NEW ENGLAND ” representative with 
of JC-k Available reputable retail merchants established accounts, presently with 
maintaining heavy attractive inventory leading jewelry firm, desires independent 
Minimum sal: iry $7,800. Jersey resident lines as of January Ist, 1962. Write, 


P. Pwr (* ~~ _ . . "a — > 4 — ° ae _ - >» +9 ~ ’ < 
FIRST LASS watch and jewelry repai: Address. “S 7056.” care of JC-K “R 7052.” eare of JC-K. 


man, also do selling. Take complete 
charge of shop. Eighteen years experi- , sicied vs : 
nce. s , : ie > ese ee. os rr y r rwrsasiyy rn \ -WEST RESIDENT calling on pres 
ar eee ee TOP QUALITY EXECUTIVE, buyer, ‘tige jewelers and better dept. stores 
| salesman. Extensive experience with a gold filled line, nas opening for 
. : . ati ood side line. Complete coverage 
JEWELRY SALESMAN, 29, married Borax through Tiffany operation. ‘Address, “C, 7061,” care of JC-K 
Experienced, real producer. Covering L. Desires position with progressive 
L. Conn., Westchester, New York State organization. Retail or wholesale. FOR 1962, 14K and/or 18K gold charm 
srs pan ee SCL expenses. Address, Address, “B., 7024,” care of JC-K. and bracelet line. New England. Pres- 
oo, Care ently handling delivery line “oy 
. : a . o Ww r’s atn 
: iii ies ; ; operations soon because OW ner 4 . ° , 
JEWELER & DIAMOND SETTER. Top WATCHMAKER 16 years. Repairs all Commission. Address, “H, 7054,” care 
salary, i() hours. F a: LV week. Must types ol watches, split timers, clocks, of C.-K 
have well equipped shop. Steady, per- = Aa aeons te coke te . ‘eine ey sep bi? : 
manent employment Address, > rr sprenmtaragigal oe — oa ear’ ae Sales. FLORIDA WATCH SALESMAN. = 5Suc- 
6794." care of JC-K. aoeumt eos rig egg + Oe est er! eessfully selling an off brand watch 
oe” Aglaia en oe eee Interested in obtaining well “oo ch 
‘ ~ IN . ; 
a va ‘ 9~ ’ . ‘iced or better watch line. apabdi 
WATCHMAKER, 25 Foase =8CR pare ee catablianed accoumte. aatious, “Ss 
ence. First class work. Ring sizing REGISTERED JEWELER. Just sold my 7030,” care of JC-K. 
and some light jewelry repairs. store “or want to anager in Arizona , 
‘amily cas Ad- or California with American Gem EXPERIENCED West Coast representa- 
Family man. _Texas preferred. Ad Society type store in selling or manage- tive with established following novelt) 
dress, V, 7055, care of J -K. ment job. Best references. Age 47 and religious wholesalers wants low 
ROBERT PRASTKA, Cedar Rapids, priced line boxed jewelry. Also religious 
WATCHMAKER 48, unencumbered, would lowa. jewelry items, bulk or boxed. Address, 
like to work under expert watchmaker ‘N. 7039." care of JC-K. 
Salary secondary. Finished watchmak- ENGRAVER, JEWELER. Prefer 
ing school 2 years ago. Might buy 
business Address, “C, 7053.” care of 
JC-K 


firs 
class retail store. Interested in artistic SALESMAN, 37. Aggressive, high caliber 
work, Northeast area. Age 38, 15 years established representative. College grad. 
experience as shop manager for exclu- Strong dept. jewelry store following 
. . sive retail store. All phases of en- (“urrently representing leading sterling 
BOOKKEEPER, ACCOUNTANT: exten- graving, repairing, some setting, de- manufacturer. Ne wl England area. 
sive expert experience; knowledge of sig ning: and manufacturing. Address, Wants established line. Address, M, 
every phase of jewelry business; out- “K, 7035,” care of JC-K. 7029," care of JC-K. 
standing record; seeking responsible . — 


tare of JO-K York City; address, "659," © AGGRESSIVE MANAGER salesman or | YOUNG, AGGRESSIVE, AMBITI- 
care of JU-R. assistant manager, desires permanent OUS, Diamond ring salesman; cov- 


ATS o ae y position with large reliable jewelry firm : MM; ic § s for na- 
DIAMOND & MOUNTING BUYER avail- or chain of stores. Fifteen years all pepe: Middle Atlantic — last 10 
able January list. Experienced all phases around jewelry store experience. Neat, tionally known ring rm as 
of jewelry industry. Can merchandise good character, excellent references, 44 years; highest references; will deal 
~ 


complete line for large chain or whole- years old, married, hard working, with niv: wit relocate: 
sale operation. Address, “H, 7038," credit experience. Address, “B, 7057,” with principals omy» 


care of JC-K. care of JC-K. “6843,” care of JC-K. 
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SALESMAN; diamond, stone, wed- 
ding rings, charms, watch lines, cat- 
alogue lines, etc.; wants one good 
major or several lines; covers Mid- 
dle Atlantic States for many years; 
all worthwhile propositions will be 
considered; address, “6842,” care of 


JC-K. 


TOP FLIGHT SALESMAN, experi- 
enced in selling dept. stores, whole- 
salers, retailers, credit chains. Seek- 
ing established name brand line. 
Watches, Silverware, jewelry or re- 
lated line. Excellent references. 
New York metropolitan area. Ad- 
dress, “666,” care of JC-K. 


PHILADELPHIA, BALTIMORE, WASH- 
INGTON. I am carrying one fine line 
and have room for one companion line 
for the above territory. Have entree to 
the best stores. Only interested in a 
line with a_ substantial established 
nuc ~ ‘us. Address, “S, 017,” care of 
JIC 





I HAVE THE CONTACTS and good will. 
Presently carrying top line. Accounts 
now selling include nearly all major 
retail, chain and discount outlets in 
Southern California and Bay Area. 
Would consider outstanding line or 
established line to carry with present 
setup. Company must be seasoned and 
well rated. No draw. Answers will be 
held in confidence. Address, “S, 7020,” 
care of JC-K. 


ELEVEN Western States. Start January 
1462. hxperienced. Quality stores. Fine 
line . pins, earrings, charms, etc 
High commission. Address, “T, 7060,” 
care of JC-K 


SALESMEN covering Calif. and Ariz. to 
call on school with established jewelry 
line. Commission basis. Write, SOUTH- 
ERN TROPHY CoO., 860 S. Flower, Los 
Angeles, Calif. 


SPIRAL BRACELET salesman with fol- 
lowing among wholesalers and other 
large quantity users on East Coast 
(old, filled, sterling, top quality. Ad- 
dress, “c 6981. care of JC-K 


SOUTHWEST TERRITORY. Start Janu- 
ary 1962. Ixperienced. Quality stores. 
Fine line 14K brooches, earrings, 
charms, necklaces. High commission. 
Address, we iD 7059.” care of JC-K. 


WEST COAST, MIDWEST. 
Retail stores for beautifully styled 
cultured pearl gold jewelry. Compact 
line. All information must be supplied 
with application. Address, “H, 7041,” 
care of JC-K. 


MANUFACTURER of high fashion, hand- 
made platinum engagement and wedding 
rings wants men now calling on better 
jewelers and wholesalers. High com- 
mission, excellent opportunity. Address, 
wi 7040,” care of JC-K 


SALESMEN, 


ANUFACTURER of sterling silver 
hollowware and mahogany gifts seeks 
representation in all territories. Must 
have following with jewelry stores, de- 
partment stores, jobbers, gift and dis- 
count houses. Commission. Address, “C, 
7034,” care of JC-K., 


SARN SUBSTANTIAL COMMISSIONS 
with new (Change-a-Pear!l Jewelry, 
smoker's requisites and personal ac- 
cessories retailing from $1.95 to $12.50. 
Patented and copyrighted. Choice ter- 
ritories available. Non-conflicting lines 
agreeable. Full qualifications, first 
letter. Write, F. W. BRYANT CO., 
Florham Park, N. J. 
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APEX QUADRA-FLEX. Nationally 
known prestige watch bands, has 
several territories open. Line is light, 
compact and easy to work with. Ideal 
as a second line for those with estab- 
lished retailer following. Straight com- 
mission, territory protection. Furnish 
references and experience. Correspond- 
ence confidential. Address, “A, 7028,’ 
care of JC- K. 


E XCELLENT OPPORTU NITY ILL I- 
NOIS & SOUTHWEST. We want 2 
experienced men to sell our fashion 
watches in Illinois, including Chi- 
cago, and the Southwest. Will be 
their second line in well established 
territories. One of the leading ad- 
vertised fashion lines with volume 
accounts for immediate income. 
Prefer solid background selling to 
jewelers as well as department and 
specialty stores. Reply in detail, 
in confidence, to “T, 7044,” care of 
JC-K. 


"HELP WANTED. 


SALESMAN with established follow- 
ing to sell manufacturer’s diamond 
rings. Replies confidential. Address, 
“K, 7058,” care of JC-K. 


WATCHMAKER for front store position 
Take full charge. Full details in first 
letter, age, experience, etc. SPECTORS, 
INC., 1112 Main St. Bridgeport, Conn 

WATCHMAKER. Steady. Experienced on 
high class watches and French clocks 
Established 3D years. KLMER 

HILDRETH, JEWELER, Mt. Vernon, 
. ¥ 


+ 


FEMALE. CLERK, light steno and 
typing. Diamond office. Diversified 
duties. Good at figures. Starting salary 
$70 to $80. Address, “F, 7044,”" care 


of JC-k 


SALESMAN to represent a manufacturer 
of wedding rings with a non-conflicting 
line Good selling line. Commission 
basis. State territory and give informa- 
tion in detail. Address, ae & O31, care 
of JC-K 

WATCHMAKER. Experienced or one to 
finish training. Salary open to ability 
Commission on sales. Would consider 
ny ne man. Contact, PETRAN 
JEWELERS, 508 Third St., Wausau, 
Wisconsin. 

WATCH M A KE R. Excellent starting 
salary. Please give full details of train- 
ing, experience and earnings. All re- 
plies stricily confidential. Address, 
GREEN’S JEWELRY, 4903 S. 24th, 
Omaha, Neb. 

WATC HMAKER permanent position, 12 
months steady work at good starting 
salary. Must be experienced and furnish 
best of references. Apply, HILLMAN 
JEWELERS, INC. 612 Wabash Ave., 
Terre Haute, Ind. 





SALESMAN, EXPERIENCED. Nationally 
known manufacturer of complete line 
of diamond jewelry has open territory 
in Middlewest and South. Established 
accounts. Write full particulars to “F, 
7025,” care of *-K., 


EXPERIENCE D watchmaker or emateion i- 
tion light jewelry repairman. Will pay 
according to ability. Year round, per- 
manent position. Write or call collect. 
H. W. GRANT, 550 N. E. 17th St. Boca 
taton, Fla. Phone 395-2220. 

ENGRAV ER, experienced. Fine work, 
monogramming, etc. Pleasant work- 
ing conditions. We only service our 
sales. Permanent position. AIR 
MAIL, KLEIN & SONS, JEWEL- 
ERS, Montgomery, Alabama. 








WATCHMAKER FOR FINE STORE. 
Must be expert on finishing and ad- 
justing. $125 weekly. Give full details. 
References and past employme nt first 
letter. Write, MILLER’S JEWELERS, 
Box 1458, San Juan, Porto Rico 

JE WE LER, STONESETTER andi all 
around repairman. Twelve months 
steady work at good starting salary. 
Must be experienced and furnish best 
of references. Apply, HILLMAN JEW- 
ELERS, INC., 612 Wabash Ave., Terre 
Haute, Indiana. 


Ww ATCHM AKER, Able to wait on cus- 
tomers and do first class work. Po- 
sition permanent. Must have good 
references and experience. Give 
age, experience and salary desired. 
Northern New Jersey town. Ad- 
dress, “R, 6996,” care of JC-K. 


RELIGIOUS JEWELRY salesmen to 
handle extensive nationally advertised 
line to retailers. Complete catalogue to 
enhance additional sales. Several ter- 
ritories still available. Commission 
basis. All replies will be held in strict 
confidence. Address, “L, 7045,” care of 
JC-K. 


CREDIT JEWELRY STORE MAN 
AGER. Excellent position and op- 
portunity. Must be top salesman 
and have managerial background. 
Send complete details to EUGENE 
H. GOODMAN, GOODMAN JEW- 
ELERS, 401 “E” St., San Berna- 
dino, Calif. 


WATCHMAKER. Permanent position 
open in reputable Illinois store, estab- 
lished over 4 years. $100 week for 
watchmaker. $120 combination watch- 
maker and stone setter. Please send 
references and snapshot. Must be first 
class ha aa Address, “H, 7021,”’ 
care of JC -K. 





SAL ESMEN with established terri- 
tory for the Midwest & West Coast 
to carry a popular priced gold ring 
line and diamond line; commission 
and drawing; state experience, ter- 
ritory and references; SCHWARTZ 
JEWELRY CO., INC., 850 Elk St., 
Buffalo 10, N. Y. 


MANAGERS & ASSISTANTS, 
SALESMEN & SALESLADIES, 
bookkeepers & repair estimators. 
Opportunity with Busch & Sons 
Jewelers, est. 1880. New quality 
store in Newark, N. J. Phone MR. 
BUSCH or MR. LE TOUR at 
Orange, N. J. Phone REdwood 6- 
1131. 


DIAMOND RING SALESMEN wanted 
with fine retail following. Established 
accounts. Excellent line of complete 
diamond rings, wedding rings and dia- 
mond ring sets. Also hand engraved 
wedding rings. All territories open at 
present, $30,000 earnings possible to 
right man. Send complete resume, all 
inquiries confidential. Address, ie 
6741,” care of JC-K. 


SAL ESMAN Ww ANTED. Prefer Gem- 
ologist but not essential. To wait 
on customers, take care of repair 
department and have knowledge of 
diamonds and colored stones. Prefer 
young man 25 to 35 years old. In 
town in Northern New Jersey. 
Must have retail experience, good 
references and background. Ad- 
dress, “B, 6997,” care of JC-K. 


WATC HMAKERS and department man- 
agers; openings in leased watch & 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; group 
health plans; profit sharing and pen- 
sion plan; state age, experienced: ad- 
dress PEOPLE’S WATCH REPAIR 
CO., 245-23rd St., Toledo 2, Ohio. 
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FANTASTIC OPPORTUNITY! Alert 
aggressive salesman to represent 
long established leading importer 
for the sale of cultured pearls with 
solid following of retail trade. New 
York, Phila., Boston and surround- 
ing territory. Reply full informa- 
tion and background. All replies 
will be kept strictly confidential. 
Address, “K, 7036,” care of JC-K. 





‘ATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 
East, South, Midwest ane Southwest ; 
address, “Circular Box 356,” 360 N. 
Michigan Ave., en 2 Illinois. 


SALESMAN: West Coast representa- 
tive with following among chain 
and retail stores wanted for nation- 
ally known manufacturer’s line of 
ladies’ and men’s completely mount- 
ed diamond rings, bridal sets, pend- 
ants, pins and pearl rings; all 
sales and promotion aids; non-con- 
flicting line O.K.; address, S. REI- 
MAN & SONS, 64 W. 48th St., New 
York 36, N. Y., or P. SILVER- 
STEIN, 2201 Sacramento St., San 
Francisco, Calif. 


WYLER WATCH CORP. SALES 
REPRESENTATIVE. Territory 
well established for many years. 
Interested in man who wants full 
time permanent position and is will- 
ing to work. Sold through jewel- 
ers only. Prefer experience in South 
Atlantic States. Draw against com- 
mission. State experience, age, fam- 
ily status, send snapshot. Refer- 
ences not contacted without your 
permission. WYLER WATCH 
CORP., 131 E. 23rd St., New York 
10, N. 


TATCHMAKER. 
manager of repair 
volume in excess of $25,000 in well 
established jewelry store handling 
Hamilton, Omega and merchandise of 
that caliber. Fully equipped department 
in air conditioned store. Ideal place to 
live and bring up family. Lakes and 
mountains at your door. Reasonable 
new housing cost. Home of Keene 
Teachers College. Paid vacation and 
annual profit sharing bonus. Write, 
SIMON’S JBWELERS, 7 Central 
Square, Keene, New seanceanishend 


Opportunity to become 
department doing 


A CAREER ‘OPPORTU NITY FOR 
MEN 30-45 WITH SUCCESSFUL 
EXPERIENCE IN JEWELRY 
FIELD. Some of our sales repre- 
sentatives who have enjoyed years 
of successful selling with KEEP- 
SAKE are now getting ready to re- 
tire with full benefit from our 
outstanding profit sharing fund. 
Therefore, America’s largest selling 
diamond ring line will have a few 
openings for career salesmen who 
have the desire and ability to earn 
larger incomes. These men will 
represent a product of quality and 
integrity, pre-sold by the largest 
advertising program in the diamond 
ring field. Every sales aid and sup- 
port will be given to the men se- 
lected, along with many fringe 
benefits. Communicate in strictest 
confidence with Sales Department, 
A. H. POND CO., 120 E. Washing- 
ton St., Syracuse 2, N. Y. 
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GORDON’S JEWELERS NEEDS 
STORE MANAGERS with previous 
retail jewelry experience. Gordon’s 
has 95 stores in Florida, Texas, 
Louisiana, Arkansas, Alabama, Ari- 
zona, Mississippi, Tennessee, New 
Mexico and Puerto Rico. Many new 
stores are under construction for 
opening in 1961. Many more are 
planned. We need good, hard- 
working men with retail jewelry 
experience for future supervisors 
and zone managers. Must be will- 
ing to relocate. Excellent salary 
and all company benefits, includ- 
ing Gordon’s famous Profit-Sharing 
Plan. Write or call for personal 
interview in strict confidence. MR. 
JAY COHEN, GORDON JEWELRY 
CORP., 600 Stewart Bldg., Houston, 
Texas. Telephone CA 2-2345. 


‘FOR SALE 
Stores, Stocks and Businesses 


OLD ESTABLISHED jewelry store. Stock 
& Fixtures. Estimated $7,000-$8,000. 
Ww satche ‘ster County, N. Y. Address, “H, 
6955," care of JC- K. 


JEWELRY STORE, California foothills. 
Ideal for watchmaker & wife. $12,000 
cash, good lease. Greyhound Bus 
franchise pays overhead. Address, “S, 
7064,” care of JC-K. 











JEWELRY STORE, Central Indiana City 
9000. Ideal for watchmaker and wife. 
Modern fixtures, clean stock. Established 
20 years. $8500. Retiring. Address, “E, 
7023," care of JC- K. 

MENZER JE WELERS. 257 De Graw 
Ave., Teaneck, N. J. Fifteen years in 
same spot. Modern store front & 
fixtures. Also modern 4 room apt. & 
garden. Rent $140. Stock optional, also 
lease. 





SACRIFICE SALE. Ultra modern. Detroit 
Suburban shopping center location. 
With or without inventory. Perfect 
chain or sterling location. Finest fix- 
tures. Address, “A, 7022,” care of 
JC-K. 

JEWELRY STORE, established 95 years. 
North of Boston. Good location, large 
repair business, large inventory. N 
remodeled. Sell below inventory, 

000. Sudden 5 ees Address, “* 
care of JC-K 


FIFTH AVENUE, 366. Fully equip- 
ped air conditioned showroom and 
office. Ideal for silverware, jewelry, 
leather goods, gifts, etc. Approx. 
700 sq. ft. Telephone LO 4-1424. 
Or write “Box 668,” care of JC -K. 


FOR SALE, RETAIL JEWEL R Y STORE 
in thriving South Georgia town. Clean 
inventory, modern. store, fixtures & 
equipment. All national advertised 
silver, china and crystal lines. Reason 
for selling—other interests. Address, 
“D, 7037,” care of JC-K. 


PROFITABLE JEWELRY STORE i in 
small western Penna. town. Com- 
pletely modern, best lines, clean 
stock. High class clientele. Excel- 
lent opportunity for hand engraver. 

repair business. Reason— 
want to relocate in different part 
of country. Write, CLARENCE B. 
RUFF, Ligonier, Penna. 


WILL SE LL retail jewelry store. Cum- 
muting city of 75,000 from metropolitan 
New York. Leading jeweler with best 
city and suburban trade for 50 years 
Priced at inventory, gross $80, 000 to 
$100,000. Ideal for jeweler-watchmaker. 
Employs 4. Good lease. Price $50,000. 
Contact Mr. Kay, Room 1900, 21 E. 40 
St., New York 16, N. Y 














JEWELRY STORE. Established 38 years. 
Enough repairs keep 2 men busy. Good 
location. Store 20 x 70 feet. Building 
has 5 rented apartments with income 
of $400 per month. Rent of store $200 
in addition. Fine large safe, solid 
mahogany fixtures. Store $7500. Build- 
ing $36,000. New York ee 
area. Address, “W, 7063," care of JC-K. 


FINE SMALL JEWELRY STORE: 
established 6 years; 1960 gross 
$75,000, net $18,642; good lines and 
clean merchandise; $13,000 of 
gross was watch and jewelry repair; 
can do more; for sale outright or 
will entertain proposition for in- 
vesting part owner to operate and 
gradually purchase business; books 
open to inspection to interested 
party; one in a lifetime opportu- 
nity; address, “L, 6876,” care of 
JC-K. 





FOR SALE 
Tools, Equipment 


DISCONTINUED WATCH REPAIR 
DEPT. For Sale. 1 Peerless Cleaning 
Machine: 1 Watch Master. $275 for 
both. Address, “O, 7062,” care of JC-K. 


MACHINES; Hermes Engraver, Her- 
mes-Sonic Cleaner, L & R heavy 
duty, Watch-Master Timer, gold 
stamping & bow, also ring sizer, 
check protector, watch-maker’s 
bench. All in excellent condition. 
Write, R. GALE, 2662 W. Jefferson, 
Trenton, Michigan. 





BUSINESS OPPORTUNITIES 


CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank. 


ARE YOU PLANNING to sell or liqui- 
date your store? We will buy or work 
with you on a profitable basis to you; 
20 yrs. experience; call or write W OOD 
& SONS, 29 E. Madison, Chicago, Ill. 








WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.; promotional liquida- 
tion estate sale; specialists since 1919; 
over 2000 jewelers have used our serv- 
ices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1103 


SWELRY STORE PARTNER. Will sell 
half interest in successful store that 
has enjoyed a thriving business for over 
22 years. No years gross under $100,- 
000, top year over $200,000. Have earned 
the right to semi retire but wish to 
retain a half interest in this store that 
has been successfully built to the 
STORE OF THE TOWN in a small 
thriving Ohio city. Buyers reputation, 
appearance and ability to carry on the 
business is a big factor and will con- 
sider real estate in lieu of cash from 
a qualified buyer. Address, “H, 7032,” 
care of JC-K. 








JEWELERS’ SALES SERVICE, the 
oldest in the West; AUCTION-AC- 
TION —flat or promotional 25 
years’ sales experience; your repu- 
tation protected; new inventory on 
memo; we pay cash for stores or 
stocks; PHONE, WIRE, WRITE: 
JEWELERS SALES' SERVICE, 
512%, S. Main St., Los Angeles 13, 
Calif.; MAdison 6-0828; WEbster 
1-9521. 
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DEALERS LIQUIDATION SERV- 
ICE: The West Coast’s largest spe- 
cialists in AUCTION—ACTION— 
PROMOTIONAL — CLOSEOUT — 
RETIREMENT SALES; cash buy- 
ers of entire inventories and es- 
tates; for information at absolutely 
no obligation, PHONE WIRE 
WRITE to DEALERS LIQUIDA- 
TION SERVICE, 742 N. Highland, 
Los Angeles 38, Calif.; OLdfield 
6-2839. 


MARTY MILES SALES INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce fer you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 7740 S.W. 29th, Miami, Fla. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone: 
do not accept less than 100c on the 
dollar for your inventory, accounts, 
or fixtures; WRITE... WIRE... 
CALL COLLECT ... we will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES EN. 
TERPRISES, 580 Fifth Ave... New 
York, N. Y. Tel. PLaza 7-4693. 


‘COLLECTOR wants perpetual Calendar 
clocks, particularly Eureka or 

Submit anything even parts to 
WALKER, 2550 Charleston St.. 


land 2. Calif 


WE WILL BUY to operate estab- 
lished fine quality jewelry stores in 
selected cities coast to coast; CHEL- 
SEA WHOLESALE JEWELRY 
CO., 64 W. 48th St., New York 36; 
CIrecle 5-7707. 

PLATINUM SCRAP WANTED; = $5.00 
per dwt: 18K gold, $1.22 per dwt; 
l4K, 95¢; 10K, 68¢; silver 65¢ per oz; 
bonus prices for gold filled; ship as IS, 
we'll segregate: L. E. SIMMONS Ri- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Il. 

OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items: we also pay highest prices 
for gold, silver and platinum scrap, 
vold coins, diamonds, gold filled, etc. 
for full particulars, write, WILMOT'S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 


WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
54, Florida. 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to 
yourself to consult (without obliga- 
tion) America’s oldest, largest and 
most reliable service in cash buy- 
ing and liquidating jewelry stores 
and stocks; write for our free book- 
let, “Dollars and Sense Facts 
About Selling a Jewelry Store.” 
(See our page advertisement) GOR- 
DON BROTHERS, 38 Bromfield St., 
Boston, Mass., HAncock 6-3233. 


NEED CASH? READ THIS: Reason 
why I pay up to 25% more than 
others for diamonds, watches or 
anything around store, I have a re- 
tail store and manufacturing shop; 
will give much more than scrap 
gold price for old mountings, etc.; 
check mailed same day; if not sat- 
isfactory will return insured pre- 
paid; get my offer first; one of the 
oldest established stores of its kind; 
small amount or entire’ store; 
transactions confidential; refer- 
ences: Jewelers Board of Trade, or 
your bank; BROMLEY, 35 Fifth 
St.. North (Bromley Bldg.), St. 
Petersburg, Fla. 


JEWELRY 


WATCH WORK, etc., 
for the TRADE 


MID-WEST’S FINEST TRADE SHOP: 
watch repairs to the trade; 5 days serv- 
ice: low prices: one full year guaran 
tee; STUDIO WATCH REPAIR SERV- 
ICK, 20 E. Delaware Place, Chicago 
iz. oe 


RELIABLE TRADE watch repairing: ex- 
cellent service: electronicalls timed: 
cases polished; work guaranteed: rea- 
sonable prices: all watches insured: J. 
CAPAR * 1018 Belvoir hRtioad., Norris- 
town, Pa. 


WEST COAST, finest watch repair 
shop for the trade; 3 to 5 days 
service; low prices, one year guar- 
antee; watchmaster tested; com- 
plicated watches a_ specialty; 
SCHIERER & SYDOW, 6812 Pa- 
cific Blvd., Huntington Park, Cal. 


SPECIAL ORDER WORK AND 
REPAIRS FOR THE TRADE 


repairing: new mountings 
furnished: diamond setting: HAROLD 
JACOBSON, 29 E. Madison 8St., Chi- 
cago 2, Ill. 

ENCRUSTERS: stone and gold seal en- 
gravers: drilling; precious, semi-pre- 
cious stones; HARRY BRAUNFELD 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y. 


LOCATION OPPORTUNITY. (hoicest 
jewelry and repair location for over 50 
vears. Carara glass front, new alumi- 
num awning, storeroom 22 x 45, side 
work room, dry full basement. Second 
floor, 5 room modern apartment, out- 
door porch, main street. Excellent op- 
portunity for live wire. Western Penna 
industrial town. Two large industries 
and coal operations. Start fresh, no 
stock nor fixtures involved. Competition 
nil. Rental, $125 monthly. Write “B, 
7050,” care of JC-K. 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Under the Heading of 


place the Following ad: 





























Please check if box No. wanted [] 9 Name (Please Write Plainly) 


Enclosed is Check [] or Money Order [] | Street 
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CARATS, KARATS AND CARROTS 


Some grocery supermarkets now sell diamond 
pendants and rings. 

Fine jewelry counters are springing up in mass- 
market chain units—the old “five and tens” which 
have gone through the limited price variety store 
phase and emerged as full fledged junior depart- 
ment stores. 

What should our reactions be to these innova- 
tions? 

Shocked surprise? Indignant criticism? Scorn- 
ful amusement? 

None of these is very sensible. But the least 
prudent reaction of all would be indifference. 

Let’s look at what the supermarkets are doing. 
An eight-column advertisement in the Dayton 
Daily News describes the Liberal Supermarkets’ 
promotion. Daitch-Shopwell, Penn Fruit, Mayfair, 
Central and other food chains are using, or have 
used, basically similar plans. 

Here is part of the text of the Liberal Super- 
markets’ advertisement: 

“This Christmas you can give diamonds!” it 
says. “Genuine diamond creations set in 14-karat 
solid gold. As low as $15.00 in Diamond Certificates 
(plus state and federal tax.) No limit to cer- 
tificates you can buy. Yes, you get King Korn 
Stamps with every Diamond Certificate. 

“When you make a $2.50 purchase at Liberal, 
you can buy one Genuine Diamond Certificate 
for only $1 plus 13¢ tax. When you accumulate 
the proper number of Diamond Certificates you 
will receive your choice of any of these outstand- 
ing Genuine Diamond Creations.” 

The ad pictures five items, one of them “a 
beautifully styled Matching Ring Set containing 
6 blazing Genuine Diamonds in 14-Karat Solid 
Gold,” for 25 diamond certificates, each purchased 
for $1 plus 13¢ tax. Also sketched are a diamond- 
set pendant and chain (15 certificates), two men’s 
diamond rings at 30 certificates each and a matched 
set of wedding rings, with six diamonds for 50 
certificates. 

An impressive certificate at the bottom of the 
ad declares: “This is to certify that the diamond 
creations you have received contain genuine dia- 
monds set in 14-karat solid gold, and have been 
appraised at substantially higher value than our 
offer.”’ 

So far, we have heard about this advertisement 
from two Dayton jewelers. One of the jewelers 
wrote: “If the sale of diamonds in grocery chains 
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isn’t quackery, there is no justice. I am sure 
there is something that can be dore to drive ads 
like this one off the pages of any newspaper. And 
suppliers of jewelry to organizations like this 
should be throttled, too. Jewelry has taken on all 
the aspects of the bootlegger.” 

(That’s righteous indignation for you.) 

The other Dayton jeweler told about a talk he 
had with a young housewife, who had bought dia- 
mond certificates at a Liberal Supermarket. “From 
the advertisement or the guarantee,” he asked the 
girl, “what do you know about the quality of the 
diamonds or even their weight?” 

“What’s the difference,” she sighed in dreamy 
reply; “they’re diamonds, aren’t they?” 

* * * 

The girl’s answer is significant. It goes far to 
explain why supermarkets make money with dia- 
mond promotions and why mass-market chains 
are experimenting with jewelry that sells for 
$50 to $100, as described in an article on page 
98 of this issue. 

Who would think of buying gold and diamond 
jewelry in a supermarket or a five and ten? Aren’t 
they the very same people who never think, except 
perhaps once or twice in their lives, of going into 
a jewelry store? 

Instead of becoming indignant, retail jewelers 
can learn from the grocer and dime store demon- 
stration that the mass public has a taste for 
diamond and gold jewelry and the money to pay 
for it. 

Many a jewelry store could have no better plan 
for 1962 than this: to woo and win a new slice 
of the public (including many teen-agers) by dis- 
playing, advertising and talking about a collection 
of well-designed gold and diamond jewelry—some 
of it priced at $15, most of it at less than $50, and 
all of it carrying a markup of keystone or less. 

Jewelers who respect and cultivate all sections 
of the public will be in select company. Not long 
ago, a jeweler advertised three diamond engage- 
ment rings, set in 18 karat gold with platinum 
prongs. One ring contained a 15-point diamond 
and was priced at $75, including tax. The name 
of that jeweler? Tiffany & Co.! 
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TWO FREE 
PLACE 
. SETTINGS 


$59.95 


| 
A New and Proven Way 
To More Sales 


COMMUNITY PLACE SETTING PLAN! 


A wonderful new way to sell and buy Community* Silverplate ....by place settings! Each unit 
of 8 five-piece place settings comes in a special gift box at the price of 6. Each place setting is 
packed in an individual compartment and consists of a place kniie, place fork, place spoon, 
teaspoon and salad fork. $80 worth of the finest silverplate for only $59.95. Available in new 


Affection, Song of Autumn, South Seas, Ballad and Silver Flower patterns. 
You Can Sell Any Number of Place Settings With This FREE Place Setting Plan 
ONE FREE WITH EVERY THREE! 


4 for the price of 3 — $29.95 12 for the price of 9 — $89.95 


ONEIDA SILVERSMITHS 


Makers of Fine Sterling,:Silverplate, Stainless and Melamine Dinnerware 
*Trademark of Oneida Ltd., Oneida, N. Y. 


























